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Above: Model No. 20! 
—A handsome, efficient, 
low-priced washer of 
new design. Six- 
teen-galion white 
porcelain tub with soft 
jade green base. Apex 
Double Dosher Easy- 
reach lever control. 
Greatest dollor-vaive 
in the low-priced field. 


a 


Right: Model 203P — 
Twenty-galion tub, 
grounded filler hose, 
easy-reoch lever. Same 
finish as No. 202. Push- 
pull sofety bar wringer 
in satin cluminum finish 


7 
¥ : 
a 


Above: Model 204P — A beautiful washer of modern 
design in black and white porcelain enamel. Has 
20-gallon dome-shaped, splash-proof tub, electric time 

control, exclusive Apex Dowble Dasher aad 

pump—operated 

by Pres-toe 

pedals, Push- 

pull sefety bar 

wringer. Un- 

epproached in 


sales appeal. 


Above: Model 202—c 
medium-priced washer 
with glistening white, 
eighteen-gallon capac 
ity tub on jade green 
bose. Eosy-reach lever 
control. Apex Double 
Dasher. Attractive Push 
pull safety boar wringe 
in satin aluminum fin 
ish. All models except 
No. 204 furnished with 
or without pump. 
No. 204 with pump only. 


S\ 


apex 


the entire exhibit’ — exclaimed 
dealers from all parts of the 
United States after inspecting the 
1935 models of Apex Washers 
and lroners displayed at the 
recent national Housefurnish- 
ings Show at Chicago. Unusual 
beauty of design and finish! 
New labor-saving and safety 
features! Increased efficiency! 
These are the characteristics 
that make Apex Washers and 
lroners the sensation of the 
year. New prices begin low 
enough to enable the Apex 
dealer to meet price competition 
with real quality merchandise. 
From the low end of the line, 
prices range upward in easy 
steps to surprisingly reasonable 
prices for superb designs of un- 
equalled beauty and mechanical 
perfection—with a real profit 
margin for the dealer on every 
model. For catalog, prices, and 
discounts, write immediately to 


APEX ROTAREX CORPORATION 
Cleveland, Ohio 





In Canada: 
THE ROBERT MITCHELL 
COMPANY, LTD. 
Montreal, P. Q. 


APEX ROTAREX 
MANUFACTURING CO. 
Oakiand, Calif. 


© | apex 
= 


Washers # Ironers 


T HE OUTSTANDING values of 








Right: No. S15 Wringerless with 
grounded filler hose, safety cover 
on extractor tub. Eighteen-galion 
washer tub in all white porcelain 
enamel on jade green base. 
Exclusive Apex Double Dasher. 


apex 


left: The Apex S-14 Wri 
less washer. Eighteen- 
fluted tub finished in spec 
fed jode green on baw 
solid jade green. A finely 
wringeriess washer priced | 
enough to compete with 
ordinary wringer type mochi 


An ovtstanding ‘‘leade 


left: S-16 Wringeriess. & 
clusive Apex Double Dashe 
b> paged Rinse. Grounded 

Hose, Water Straine 
Twenty-gallon Double Heo 
retaining Tub Washes, 


in white and bright me's! 
on soft jade green bot 
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COMPETITION with a more expensive model. The The EH&FA was authorized by 
- difference in prices is not a decisive executive order on December 19, 
WITH AN AXE factor with the customer anyway, so 1933. Its first purpose was to cooper- 


; why should any far-sighted house low- ate with the Tennessee Valley Au- 

N a flyer out January 3rd, er prices on the item until forced to.” thority in the promotion of the use 

new washer prices were an- The gentleman was absolutely of electrical equipment and energy 

' nounced by Sears Roebuck: sound. It is not common sense to take in the home and assist in the wider 
$29.85 for a six sheet porcelain tub, an axe to prices when there is a large distribution of consumption devices 
submerged agitator ; $49.85 for anew volume to be sold at a profit. And yet through consumer credits running up 
cabinet washer ; $54.45 for a gas en- his company has just made a purely to four years. The original financing 
gine job. These prices for cash and competitive cut, which according to offer applied only to ranges, refriger- 
; f.o.b. factory, St. Joseph, Michigan. Mr. Nelson's expressed opinion, was ators and water heaters in the 
: Montgomery Ward at the same time unnecessary. Washers at present price low priced TVA models. This was 
announced a six sheet standard wash- levels or better will continue to be later extended to include pumps and 
er at $32.45 and a gas engine model sold, and the merchant whose organi- also all models of ranges, refrigerators 


ee $56.50 f.o.b. factory. The natural re- zation is imbued by the desire and and water heaters made by manufac- 
\ feel sult will be the demand by merchants ability to sell value and not price will turers who were producing an ap 
; esl of all types for washers to compete continue to get washer business. The proved TVA device. Under the EH 
Ag with these prices. Now it is perfectly price lure of $29.85 is bound to lose &FA plan the dealer turns his paper 


obvious that the manufacturers can- its effect just as all the former cuts over to the local utility and gets his 
not produce washers to sell at such from $79 to $39 have lost their power money. The utility in turn may dis 
prices with anything approaching a_ to pull. count with the EH&FA. The utility 
normal profit margin. The costs of This thing is going to hurt. There makes the collections. Money is pro- 
motors, wringers, tubs, machine work is no minimizing that fact. It is a vided by the RFC at a low cost and 
and assembly are not elastic. They are flagrant example of a large institu- by using the collection facilities of the 


fixed within very narrow limits. The tion's ability to take losses in destruc- power companies the cost of service 
manufacturer cannot take it out of tive competition. Futhermore, its harm is greatly reduced. 
costs. To sell at anything like these jis multiplied by the cuts which will It would not appear, however, that 


prices the merchant will have to cut be made to meet it. But the market is in this setup the Authorities had the 
into an already too narrow profit. large and its demands are varied. interests of the dealers particularly in 
This, of course, is what many mer- There is a great body of prospects mind. The government's intention so 
chants will do and do quickly enough not influenced by fire sale merchan- far as it may be disconcerned is to 
to meet the momentary advantage dising. In Mr. Nelson's own words: provide low cost financing as a lev- 
gained by Sears. It always happens. “the difference in prices is not a de- erage on manufacturers and utilities 









It is the old familiar process described — cisive factor with the customer.”’ to force lower prices for merchandise 
twoyearsago (ELECTRICAL MER and lower rates for electric power. 
CHANDISING, August, 1932) by % The theory seems to be that low pric 
Mr. D. M. Nelson, vice president in ed goods, low cost finance and low 
charge of merchandising, Sears, Roe A NATIONAL EHFAP rates all operating together will move 
buck & Co. an ever increasing volume of power 

“It has not been the wish of Sears, NDER a Washington date consuming home equipment and elec 
Roebuck & Company to depress prices line December 25th, newspap-_ tric service. If the dealer is to play 
on electric appliances,” stated Mr. ers carried a statement attri- his necessary part in moving the goods, 
Nelson. “Sears did “shade” the price buted to an “authoritative source’ the pressure on price will have to be 
on one well-known washer, slightly. that President Roosevelt has instruct- relaxed. The finance and collection 





Aside from this it has been the manu- ed the Electric Home and Farm Au- part of the scheme is sound and should 
facturers of washing machines who _ thority, a subsidiary of the Tennessee be extended. The dealer needs a 
have kept lowering prices. Sears would Valley Authority, to be prepared to source of installment finance at once 
have been content with a washer price expand its activities over the entire low in cost and available to cover all 
of $59.50, but the competition pro- country. According to the New York the goods he can sell. But because he 
ceeded to cut $49. and Sears, Roebuck Herald Tribune, these “preparations prospers or fails from the immediate 
had to follow.’ to expand the field of activity of the transactions, because he collects noth 















Re Mr. Nelson further stated his at- Electric Home and Farm Authority ing from the customer but his mercan 
~ titude toward price in the following seem likely to emerge as one of the _ tile profit, he must sell goods that car 
& terms: administration’s primary inducements ry a high enough dollar margin to 
2 “It is not common sense for a mer- to privately owned utilities to cut keep his business going. 

chant to desire to sell at a lower price. their rates with the expectation ot 
r The customer expects just as much recouping through enlarged consump- 
2 \ service with a low priced washer as tion of electricity.” AMO 420 — 
o* . 
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ABC DeLuxe lroner Model ZA 


Porcelain table top used as shelf space for 
finished and “Ready to Iron” clothes. The 
last word in modern home conveniences. 


ABC DeLuxe lroner 
as a Utility Table 


Every housewife wants and 
needs an attractive utility 
table in the kitchen. An 
ideal unit for homes where 
space is at a premium. 


ABC DeLuxe lroner 
as a Breakfast Table 


Encased in a standard size porcelain 
top kitchen table. Ample leg room 
is provided — practical as a break- 
fast or luncheon table. 


ABCs recognized LEADERSHIP attained in the Washer field is now paral- 
leled in the Ironer field. It takes something new, something revolutionary to 
attract customers — ABC provides it. The DeLuxe Porcelain Table Top 
Model ZA is an IRONER, a UTILITY TABLE and BREAKFAST TABLE 
all in one. With this ABC you'll go places — its features, advantages give 


you an edge on competitors they can’t overcome. 


America ts fast becoming Ironer conscious. Get set for 1935 — dise, sales plans and a price range that will assure you of the 
it will be the biggest Ironer year in history — and the new line business. We'll be ready to announce the new set-up soon. Those 
of ABC lroners will be leading the parade because of outstand- dealers who want to quickly build up Washer and Ironer volume, 
ing salability, quality and prices people will be willing to pay. boost unit sales "way above the average and proportionately in- 
For 1935 ABC has some startling Washer and Ironer merchan- crease their profits will write, phone or wire — 
ALTORFER BROS. COMPANY 
(Est. 1909) Peoria, Illinois 
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WASHER MEN'S CHRISTMAS 


Yes—these are washer manufacturers, suppliers and guests at play. No—those are not aprons, they are smocks. 
This is the Chiseler’s Gridiron, Newton, (Ia.) Chapter 39 at their fourth annual party given by suppliers. 





On the RecorRD 


OASTERS, cookers and electric 


casseroles have always been 
looked on as summer items .. . we 
don’t know why .. . the Detroit 
Edison Company didn’t, either. They 
are in the thick of a mid-winter cam- 
paign on these items at the present 
time and to date have sold about 3,000 
units (Nesco). Another theory gone 
haywire. What is most important 
about the current campaign, accord- 
ing to Detroit Edison thinking, is that 
these roasters are a natural when it 
comes to paving the way for electric 
cooking. 


Marshall Field are smearing na- 
tionally-known brand names through- 
out their ad copy .. . a new depart- 
ture for this famous store. Latest ac- 
quisition to the appliance lines are 
Hoover vacuum cleaners, according 
to George Brown, manager and buy- 
er of the household utilities section. 
The usual Hoover resale plan will 
be followed. 


The newly organized National 
Oil Burner Dealers Association 
has just won its first important vic- 
tory. In a New York State Supreme 
Court decision, hundreds of dealers 
in the five boroughs of New York 
are released from interference from 
the Building Department of the city 
and transferring jurisdiction to the 
Fire Department. It’s not just swap- 
ping one evil for another. Closed sales 
totalling some 10,000 oil burner in- 
stallations have been held up in the 
past seven months as a result of so- 
called violations imposed by the Build- 
ing Department, when the Fire De- 
partment has already passed them. 
The dope comes from A. W. Clark, 
executive director of NOBDA. 


Georgia Power Company are 
not satishied with the fact that they 
sold $1,735,700.30 worth of appli- 
ances in the first eight months of 


1934. They are going to try and 
add another million to the figure in 
the last four months of the year. Sep- 
tember and October totalled $422,- 
099.86; November looks like a good 
$250.000 and so they have $672,100 
towards that extra million. December 
left and only $327,900 to go! And 
the funny thing is they'll probably 
make it! 

Incidentally, how is this for a ten- 
months comparison of appliance sales 
in units: 


1933 1934 
Electric ranges 386 862,586 
Elec. refrigerators 3,487 9,543 
Elec. water heaters 79 1,238 


Elec. water pumps 131 223 
Hand irons 4,258 18,954 
Washing machines 170 813 
Ironing machines 34 296 
Portable lamps 4,397 6,557 
Mazda lamps 227,180 296,815 
Georgia Power now has- 120,992 
residential customers—an increase of 
12,035 over last year. 


The third of Kelvinator’s current 
series of air-conditioning engineering 
schools begins January 14 and runs 
ten days. Two ten-day schools have 
already been held and the brisk at- 
tendance from Kelvinator distributor- 
ships augurs well for the interest of 
air conditioning will have in the 1935 
sales programs. 

M. C. Terry, manager of Kelvina- 
tor’s commercial applications depart- 
ment, is in charge. 


Two hundred Westinghouse dis- 
tributors and sales promotion man- 
agers of refrigeration gathered at 
Mansfield recently in a three-day 
convention. They all think 1935 is 
going to be another record-breaker. 
They heard speeches by A. E. Allen, 
vice president; R. C. Cosgrove, man- 
ager of household refrigeration sales ; 
P. Y. Danley, manager of the refrig- 
eration department and H. M.Wible, 
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manager of commercial refrigeration 
sales. Before going home, they formed 
the Westinghouse Refrigeration Dis- 
tributors Club of which E. B. Ing- 
raham will be president, H. T. Prit- 
chard, secretary and R. E. Imhoff, 
vice president. 


January 14-18 is the date for the 
24th annual convention of the Na- 
tional Retail Dry Goods Associa- 
tion. They have plenty to talk about 
this year but appliance men will be 
primarily interested in the Electrical 
Appliance session that comes on Fri- 
day morning, the last day of the con- 
vention, 


General Electric are not missing 
any bets on air-conditioning, either. 
From January 14 to February 9, they 
will conduct a special sales engineer- 
ing school at the Schenectady works. 
It is for GE air-conditioning dealers 
and is being sponsored by the GE Air 
Conditioning Institute. Each dealer 
may send from one to six men to the 
school. Officers of the school are J. J. 
Donovan, president; Elliot Harring- 
ton, director and D. W. McLenegan} 
assistant director. 


The Reconditioning Division of the 
Home Owner's Loan Corporation has 
adopted the National Electrical 
Code and has placed copies in the 
hands of every field inspector and su- 
pervisor working under its direction. 


Just after we had gone to press in 
the December issue, we heard of the 
big party that Trilling & Mon- 
tague, Automatic Burner Corpora- 
tion distributors in Philadelphia, gave 
for 2,500 ABC prospects. That is a 
new way of- mass selling — to invite 
your prospective customers to a party 
and give them a good time. Speakers 
included J. H. Hirsch, president of 
ABC, David Trilling and Ralph E. 


Caldwell, merchandising advisor. 


The optical people have roused to 
the effect that the Better Light-Bet- 
ter Sight campaign has had on the 
public and have got together a sim- 
ilar program for themselves. First 
step has been the formation of the 
Better Vision Institute, 30 Rocke- 
feller Plaza, New York City. A bul- 
letin is issued full of educational ma- 
terial for opticians. 


Roskin Distributors, Inc., of Bos- 
ton who operate branches in Albany 
and Middletown, N. Y. and Worces- 
ter, Mass., have been appointed dis- 
tributors for Fairbanks-Morse home 
appliances. J. Abramson is sales man- 
ager of the distributorship and M. W. 
Rosenfeld is the Eastern Divisional 
manager for Fairbanks-Morse. 


Westinghouse has closed its fam- 
ous Home of Tomorrow at Mansfield 
and re-opened it as a Home Econom- 
ics Institute, according to A. E. Al- 
len, vice president. Although it was 
located in an out-of-the-way place, the 
Home attracted some 75,000 visitors 
since its opening last February. 


Tying up with the Better Light- 
Better Sight campaign, the Electrical 
Association of Philadelphia put 
over its 30-day Fall Lamp Campaign 
in great style. With 752 dealers in 
the metropolitan territory participat- 
ing, the campaign accounted for the 
sale of 1,240,000 lamps, with a retail 
value of $218,000. Prizes worth $1,- 
200 were an added incentive to the 
dealer drive. 


All General Electric wringer 
type washers will be manufactured at 
the Bridgeport works of the company 
beginning February, 1935, according 
to officials of the company. This will 
centralize practically the ‘entire home 
laundry line at Bridgeport. Radio 
manufacture was moved there a 

(Continued on page 16) 


PAGE 3 











Above: Display of electric washers in middle aisle of the Taylor Arcade, Cleveland, 
Ohio. Appliance Department seen at left through windows. Extreme Left: Exterior of 
Wm. Taylor Son & Co., Euclid Avenue, Cleveland, Obio. 


STABLISHED in April, 1870, as Taylor, 
Kilpatrick & Co., Wm. Taylor Son & 

Co. has grown to be one of the largest depart- 
ment stores in the Middle West. The company 
began the sale of major electrical appliances 
nearly twenty years ago. In 1933 the department 
was moved to its present attractive quarters on 
the street level of what is known as the Taylor 
Arcade. The spacious salesroom is located im- 
mediately off theArcade—an enclosed passageway 
lined on both sides by small shops and extending 
trom the rear of the store through to Prospect Ave. 


In the middle aisle of the Arcade there is main- 
tained at all times an open display of electrical 
appliances. Thousands of people pass this display 
daily. Six salesmen are in constant attendance, 
in addition to demonstrators. The display is most 
unusual and attractive in arrangement, size, and 
range of models. Full lines of leading makes of 
electric washers are sold, in addition to refrig- 
erators, ironers, radios, cleaners, and dishwashers, 
The department is in charge of Mr. J. V. Meeks, 
and sales have shown a consistent growth since 
the department was moved into its new quarters. 
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Women are invariably slow to accept 
mechanical contrivances, the principles of 
which are unfamiliar to them. 


For this reason, and because for more than 
a half-century the Lovell Pressure Cleanser 
has been the preferred means of extracting 
soiled water and loosened particles of dirt 
from washed clothing, Lovell-equipped 
electric washers are always easier to sell. 


The modern Lovell wringer is handsome, 
as well as efficient. It embodies many new 
and exclusive features. Bearings that never 


require oil or grease—no grime or soil 
to get on washed clothing. A push-pull 
safety bar that at the slightest touch 
of any part of the body instantly releases 
the pressure on the rolls. A self-revers- 
ing flume that tilts automatically to 


VIN 


ibove: Interior of the spacious Electrical Appliance Salesrooms of 


Wm. Taylor Son &+Company, Cleveland, Obio 


direct the return flow of water in the 
right direction. Hand-made, laminated 
rolls, with tough treads that resist abra- 
sions and give extra long life. A tele- 
scoping pressure screw that provides 
selective pressures, equalized at all points 
of the rolls. An electrically welded 
structural steel frame, assembled without 
bolts or rivets—and many other features. 


The universal preference shown by 
buyers for the Lovell wringer has been 
won by a product of uniform high quality 
and performance plus consistent national 
advertising—a force that has contributed 
much to make the electric washer one 
of the largest selling electrical appli- 
ances for the modern American home. 
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tions and manufacturers and from « 


manulacturers 


stimates made by association executives and leading 
Refrigeration figure courtesy Electric Refrigeration News. 
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a on Tc ae ee 
Merchandise Sold Value | Sold Value | Sold Sold 7 

Cleaners, Vacuum ...-.......... 686,648 $34,332,400 447,056 $17,882,240 547,536 3 716,194 0 cf 
Clocks, Household .............. 2,800,000 18,200,000 2,400,000 12,000,000 2,000,000 I 2,100,000 I 
Cookers and casseroles. .........- 72,000 489,600 51,000 293,760 35,000 13,250 40,000 500 os 
Fans: ' 

Gites .. cari 41,903 ‘1,843,732 18.000 558,000 34,950 1,083,450 55,920 1 733,520 gi 

Desk and Bracket ............ 642,600 7,711,200 313,000 2,504 599,000 3,434,100 958,400 5, 

Ventilating and exhaust up to and . 

including 16 in. .......... ‘ 22,800 615,600 13,800 276,000 15,300 306,000 26,780 $24,600 
Flashlights : ; 
| Cases . Pte - 5,000,000 3,250,000 4,800,000 2,300,000 4,500,000 1 5,500,000 

“wood Calle*= . cha» came oboe 110,000,000 8,800,000 | 105,000,000 8,400,000 | 125,000,000 1 oye 1 
Heaters and Radiators............ 294,343 1,177,372 178,700 640,000 184,820 168,490 
Heating Pads ..............---- 492,000 2,103,750 321,300 1,180,000 356,687 1,494,5 332,819 1,539,953 
Hot Plates, Stoves and Grills. ... .. 535,000 1,337,500 273,140 55,200 392,490 746,730 302,217 757,930 
Ironing Machines ............... 80,000 6,720,000 50,000 3 69,991 3411 109,276 5,671,220 
Ne REL a “A - 2,154,889 10,024,233 1,858,400 7,161,920 2,430,400 8,594,300 | 2,867,000 10,313,164 
Lamps, Incandescent: 

) Son pape OMe 130,100,000 27,659,000 | 126,903,000 - 24,442,000 24,300,000 

Commercial . 160,521,000 57,948,000 | 160,785,000 51,153,000 

EE 92% bc ccs xd oaWec ese 56,257, 000 20,646,000 902,000 17,430,000 1 

NO hie os. oe tei aia ie 218,840,000 33,500,000 | 219,278,000 25,342,000 
De, gg cok cccc ccc cedccece dé pete cccyeeth. eocscccane Balt cee 
COND hake oc i sks dawnt Oh 80,000** 42,000,000 68,000°* 32,800,000 seas ooo 
Percolators : , : 

ois Seay ou e's 399,159 3,900,000 201,600 1,696,000 He 4 999,964 1 1,339,840 
. wees cvccondoscccccdscccose, ppnbe «canis int alo: Cale iiss > eae iy anne 126,897 784,227 157,621 1,019,495 

a : : 

ST <onig a «vs. a cGhlb > 6 ont 115,000 18,975,000 60,000 
Refrigerators, Domestic only... ... 965,000 236,425,000 770,000 
Ti OBMETS «6. eee eee ce ewe eee e tte 1,281,700 5,126,000 960,000 
Waffle Irons ........-....-..45. 652,466 4,075,000 458,700 
Washing Machines .............. 812,000 69,020,000 

tincludes exports. **Total value installed, including tts ad ects epi 
[hese figures are compiled by Electrical Merchandising from sales records of associa- 


Permission to reprint, quote or use is granted provided credit is given “Electrical 
Merchandising.” 


Copyright by “Electrical Merchandising,” 
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CENTRAL STATION DOMESTIC CUSTOMERS 





































Change 
1934 in 1934 
UNITED STATES ......... 20,520,870 4516,772 
NEW ENGLAND ......... 1,885,650 +28,860 
St ath chow secaveneen 158,765 +793 
New Hompshire........- 104,934 +3,036 
Vermont snieee eee 66,292 + 183 
Massochusetts . seeee 1,002,661 +4 18,188 
Rhode Island .........-- 161,680 + 208 
Connecticut ...-..-. ase 391,318 +6452 
MIDDLE ATLANTIC ...... 5,908,806 + 95,459 
New York ......----s0+0+ 3,118,968 -+23,210 
New Jersey «....----eeee 1,002,842 + 18.809 
Pennsylvania ...--..--«++ 1,786,996 -+53,440 
E. NO. CENTRAL ........ 4,958,413 + 144,469 
Bein eae 1,330,520 +-36.330 
INGIOQNG «.--- ee eee eeneeee 574.312 +889! 
SEE «géweeoessecoeseces 1,581,058 + 38,057 
Michigan «---.-eeeeeeeee 934.839 +-47,107 
WISCONSIN «2 .cccecccccccce 537,684 + 14,084 
W. NO. CENTRAL ....... 1,960,659 -+-35,314 
SERRRONOEE coccscccoccess 408,529 +-12.646 
GOW cccccceccccce oe 386, 306 +6075 
SE nveeas<ee .» 565.821 49.351 
North Dokoto ... oe 51,394 +1,172 
South Dokota 65.743 +1401 
Nebraska ..........+.- ‘ 198,753 + 3,086 
Ps onesekne TTT TT TT 284,113 + 1,583 
SOUTH ATLANTIC ....... 1,573,049 478,303 
DE eccceavevessees 41.740 +670 
Maryland .2...scccscoes 304,892 + 13,585 
Dist. of Columbia ...... 121,207 +6,126 
ViFQIMIQ eee ween neeeeeeee 229.3% + =-4+- 8,769 
West Virginia 171:702 +12:297 
North Corolina .... 223,323 +4,425 
South Carolina .......+-+ 9528 +2,358 
Georgia «---+-++++- eee 180,647 + 14,457 
FROHGD. evcenccccccccccss SPLMNR URED 
E. SO. CENTRAL ......... 674,000 +37,415 
«Kentucky «...-.-eceececee 232,988 +7,115 
Tennessee .-.- sseaboued 210,029 + 14,365 
AIGGING o0cccccescccece 155,396 -4-11 662 
Mississippi «-.-----+--++5 75,627 +4273 
W.-SO. CENTRAL ........ 1,025,120 +42,864 
ArPkGnSOS «-- ee ceeeeccee 91,055 -+2,867 
LOUISIQNE 3... --cscecevees 164.893 +2,900 
Oklahoma ...-seeseeeves 214,477 =+-9,166 
AMS apebiskvesenenssten 554,695 -+27.931 
IN a crdviinnnioens 499,090 +16,311 
Montand «-----eeseececes 71,817 +3,522 
Sh ceeesebeanemaee 56,068 42,773 
WYOMING «ecceccerececce 26,402 +705 
ax CREED canveccesesboss 163,897 42,567 
New Mexico pen 26,747 +320 
: : Arizona ..+.- cee 55.498 2.483 
j eee 
*| EE 2,035,243 +37,777 
— st Washington «-.secseseees 329,771 = +4-7,754 
. CHEERED sccccccccincccces 190,115 +7,063 
70 < CeleTM@ cccccogcccccce 1,515,357 +-22,960 
00 . 
00 Bs 
20 
60 
00 ESTIMATED SATURATION 
00 
100 
78 
53 
130 
220 
164 9,880,299 
Clocks ............ 418 8,582,500 58.2 11,938,370 
5 | REVIEW and FORECAST se? a oo 
000 Heaters ........... 182 3,732,264 818 16,788,606 
000 1934 ill have been a depressi industries but if sal enero amined he pa ae OS tae 
may still have been a depression year in some industries but if sales 
840 are any criterion, this business of catering to fundamental needs of the Hot Plates ........ 13.8 2,841,949 86.2 17,678,921 
home-owner should be listed as among the brightest on the general busi- frone 98.1 20,130,973 19 389,896 
495 ness horizon. Some 1,400,000 householders bought electric refrigerators - s ; —_ 
a record; another 1,100,000 bought washing machines; more than Ironing Machines .. 44 905,262 95.6 19,615,608 
000 700,000 bought vacuum cleaners; over 2,000,000 bought clocks ; 950,000 ~ 9 } 
000 bought toasters and over 120,000 switched to electric cookery. All these Oil Burners ...... ‘ 41 836,495 9S. 19,684,375 
85 figures are way up over last year and they ought to bring hearty sighs Percolators ....... 316 6,474,618 68.4 14,046,252 
of relief to sales managers who put rivers of sweat into quota-busting. 
080 Brighter still in the picture is the fact that the retail value of domestic Ranges ........... 6.1 1,255,750 93.9 19,265,120 
electrical appliances sold showed increases over the year before—but not Refrigerators ...... 29.3 6,020,000 70.7 14,500,870 
enough, it should be pointed out, as the sales and the public acceptance . 
ashton of our goods warrant. There has been a lot of money made: in the ap- Toasters .......... 468 9,608,239 53.2 10,912,631 
pliance business. In the not very distant past dealers have made money, 1 16.739 
ical distributors have made money and manufacturers have made money. Waffie Irons ....... 18.4 3,781,650 81.6 6,739,220 
It is not a little discouraging, therefore, to reach record sales in so many Washers .......... 46.0 9,439,600 54.0 11,081,269 








branches of the appliance industry and find that very little money has 
been made. The problem that the industry must face squarely in 1935 
is making a profit as well as a record. 
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ANNOUNCING 


the MATRON 


anew MONARCH Sin LINE 


Mere Cooking Capacity 
and Merz Convenisnce 


and a Price that will make it a 











NATIONAL CAMPAIGN LEADER 


ERE’S the latest development of the exclusive 
MONARCH “4-in-Line” design announced 
in September of 1934. 

Ilere’s a range only 36” in length with com- 
modious 17’ oven; three surface units; spacious 
work-table directly in front of each unit; ade- 
and a MONARCH 
Cooker (options) is in the slorage 


quate storage compartment; 


**Hi-Efficiency” 
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Model 17 HW 
is made in 
white only 


compartment for families requiring surface cook- 
ing capacity of four units. 

Every detail of construction, equipment, insu- 
lation and finish, meets standard MONARCH 
specifications, yet this new “Matron” is offered 
at a price that will make it a powerful campaign 
leader in your territory. A good slogan might be, 
“Built for the Classes— Priced for the Masses”. 
Photographs and prices sent on request. 


NEW Marbleized ‘DURA-GLAZ™ 
Cooking Top 


A special feature of the new- 
est 1935 MONARCH Models. 
Made of heavy steel coated with 
acid-resisting porcelain enamel 
in a new white marbleized pat- 
tern. Made to withstand the 
hard usage given a range top 
and maintain its attractive 
appearance for many years. 





610 LAKE STREET 
BEAVER DAM, WIS. 


RANGE CO. 
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WASHER 


1934 UNIT SALES 
RETAIL VALUE . 
PRESENT SATURATION 
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1,103,632 
$71,736,080 1,100,000 
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HE degree of public acceptance 

of the washing machine is shown 
in the sales figure for 1934. This is 
for electrical washers only and shows 
an increase of 137,000 washers 
over 1933. Also a slight increase in 
the average price. The average for 
1934 being $65, against $62 in 1933. 
The 1933 figure has been revised fol- 
lowing the issuance of the government 
census of manufacturers. It was esti- 
mated last year at $55, whereas the 
more recent figures indicate that $62 
is more nearly accurate. 

This tremendous volume is a clear 
indication that people are continuing 
to wash in the home and that they 
look upon the electric washer as an 
instrument of economy. The low av- 
erage price, however, shows that the 
problem is exactly what it was a year 
ago: how to get a profit out of this 
large production. 

1934 differed from 1933 in that the 
major part of the volume came_in 
the first six months of the year. This 
is in part due to a carry over of the 
impetus gained in the last six months 
of 1933, but in greater measure due 
to the price cut made by the Maytag 
Company on the first of January. Not 
only did this price cut bring a large 
volume of business to the Maytag 
factories, but it stimulated compet:- 
tion and washer selling throughout 
the first six months. This was one of 
the large contributing factors of the 
1934 volume. The small rise in the 
general price average can be attribut- 
ed to the large amount of business 
done by Maytag outlets at $79 and 
$89 levels. The fact that this compa- 
ny can obtain so large a business at 
these prices ought to provide an an- 
swer to those merchants who have 
continually pressed for prices under 
$40. 

The power laundries, concerned at 
the amount of business being done by 
washing machine outlets resumed, un- 
der the leadership of the American 
laundry Machine Company, their 
earnest effort to win home customers. 
Taking Kansas City as* a proving 
ground, a very intelligently worked 
out campaign was tested. This in- 
volved not only newspaper advertis- 
ing, but the use of laundry delivery 
men as door-to-door salesmen. These 
men were trained to sell home laun- 
dry, and there were pep meetings, 
bonuses—all the means of stimulating 
men to produce business which the 
specialty trade has developed. After 
this campaign it was claimed that the 
laundries had reduced the sales in 
Kansas City by some 85 per cent. 
This is probably an exaggerated fig- 
ure, but the fact is that washing ma- 


chine sales fell off as the laundries 
accumulated more customers. One 
important reason for the falling off 
in washing machine sales was that this 
campaign by the laundries was put on 
in the middle of a very hot summer, 
and electrical appliance salesmen were 
selling refrigeration. Salesmen and 


presents a massive appearance, and 
with its added features has a distinct- 
ly improved eye and sales value. 

Gas engine washers show a sub- 
stantial increase, from a total of 63,- 
367 in 1933 to 120,575 in 1934. 
This gas engine market reflects the 
increased purchasing power of the 
farmer. Gas engine washers sell at 
higher prices than corresponding elec- 
tric washers and this volume is a fur- 
ther indication that washing machines 
can be sold at better price levels. 

In the last quarter of 1934 there 
was a distinct indication that cut 
price offers on washers were not pro- 
ducing expected sales. Many depart- 
ment stores have been finding that 
the public is no longer responsive to 
prices they were able to make. A re- 
flection of this is noted in the news- 
paper advertising checked at this of- 
fice showing a decline in the amount 
of advertising devoted to price spe- 
cials. Department store men at their 
meetings had been debating the merits 
of outside selling and during the year 
an increased number of stores have ei- 





dealers were neglecting washers in. fa- 
vor of refrigeration for a perfectly 
good business reason: refrigerators 
were selling at a high average price 
and there was more money in the sale. 

The Laundry Owners National 
Association have developed this Kan- 
sas City plan and have applied it and 
are applying it in other cities. It is 
being backed up nationally by spreads 
in the Saturday Evening Post, run- 
ning one a month since October 13. 
This advertising campaign of the 
American Laundry Machine Compa- 
ny is being met for the washer field 
by a campaign carried on by the Lo- 
vell Mfg. Co. which started with a 
spread in the December 15 issue of 
the Post. This national advertising is 
very important. The major battle 
however will be fought out by the 
washer salesmen against the laundry 
drivers. And here again we come up 
against the stubborn matter of price. 
Average prices of $65 do not permit 
of an effective and continued house- 
to-house selling activity. 

A year ago in reviewing the 1933 
washer business and discussing the 
possibilities for 1934, we forecast the 
development of new designs in wash- 
ers and expressed the thought that 
through new designs only could bet- 
ter prices come. During the year just 
past several manufacturers brought- 
out new models to be sold at better 
prices. Some of these redesigns are 
very striking in appearance and offer 
many sales features. A notable ten- 
dency is the cabinet type washer which 
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ther put on outside crews or building 
up specialty selling methods modified 
to suit the policy of the stores. They 
have been turning to cultivation of 
customers rather than attraction of 
cut prices. The report of the Control- 
lers’ Congress of the NRDGA shows 
that department stores as a whole sus- 
tained losses in their household ap- 
pliance departments and recommends 
close study of the profit problem, sug- 
gesting that the answer must be found 
both in an increased market and a 
closer study of selling methods. 

Just as this magazine is going to 
press comes the news of a price cut 
by Sears Roebuck which promises to 
have a destructive effect on the whole 
picture. 


REFRIGERATORS 


1934 UNIT SALES 
RETAIL VALUE 
AVERAGE SALE PRICE . 
PRESENT SATURATION 
* Figures Include Exports 
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SOR the second consecutive year, 
k appliance retailers have succeeded 
in selling more than one million do- 
mestic electric refrigerators. Last 
year’s figure was 1,065,105 units—a 
figure which a constantly accelerating 
industry jumped by about 335,000 
units in 1934—by far the biggest year 
since the industry hopped out of its 
swaddling clothes in 1925 and headed 
for the 965,000 unit year it was to 
enjoy in 1931. Even then, it took the 
worst depression the country had ever 
known to make it recede, as it did 
in 1932 to a mere 770,000 machines. 
From then on, with the Electric Re- 
frigeration Bureau's slogan—“A Mil- 
lion Refrigerators in 1932!” and its 
“Another Million in 1933!” as rally- 
ing cries, the refrigeration industry’s 
intensive promotion and selling job 
has made the electric refrigerator a 
prized object in the homes now equip- 
ped and a desired object for the homes 
still without one. 

The Refrigeration Bureau ceased its 
activities somewhere about July with 
the record, under James E. Davidson 
of having provided the electrical in- 
dustry with its greatest example of 
workable cooperation. But with the 
need for electric refrigeration ade- 
quately sold to the public and with 
the market agencies working in some- 
thing like military unison, the Bur- 
eau’s. usefulness as a coordinating 
agency was no longer a primary need. 
An when, despite a saturation of 25 
per cent among the 20,000,000 wired 
homes of the country, the industry 
went out and sold almost a million 
and a half units, it was apparent that 
the industry was functioning with 
very little lost motion. 

With the exception of the fact that 
chest type or lift-top refrigerators 
were introduced to the trade and the 
public late in August and September, 
the price situation showed a healthy 
inclination to let well enough alone. 
Lift-tops established a bottom price 
level in the $72.50 region but retail- 
ers, quick to sense inadequate mar- 
gins for promotion and scant profits, 
contented themselves with putting a 
few in stock and allowing them to 
play the thankless role of price leaders. 

Department stores generally be- 
came more important in refrigeration 
distribution during 1934 and may 
safely be said to have cornered a 
somewhat larger share of the business 
than they had prior to 1934. Power 
companies, too, showed healthy in- 
creases. Electrical World's figures for - 
the comparative nine months sales of 
100 utilities shows 111,429 units sold 
in 1934 as against 87,911 in 1933. 
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It may be sail that the power com- 
panies shared in the generally increas 
ed refrigerator business due to greater 
public acceptance and some relaxation 
on the part of John Public as to gen 
eral business conditions. But the im 
peritive utilities gener- 
ally to balance rate cuts with a great- 
er volume of domestic consumption 
had much to do with their increased 
volume in refrigeration. Nor has that 
necessity slackened with the new year. 
It is fairly easy to predict that power 
companies will campaign appliances 
with increased aggressiveness in 1935. 

Meanwhile, forecasts for 1935 re 
frigerator business continue to harp 
on optimistic notes. On the basis of 
interviews with 23,012 consumers, 
Howard E. Blood, president of the 
Norge Corporation, predicts that 40.3 
per cent of families not now owning 
an electric refrigerator will buy in 
1935. That would mean an increase 
over this year's record-breaking fig- 
ures of about 40 per cent. Stretching 
it somewhat to cover those families 
in the survey who hoped to buy in 
1935 but were not quite sure of them 
selves, Mr. Blood says it is quite pos- 
sible that the industry will reach a 
sales potential of 2,214,806 refrigera 
tors—an increase of 47 per cent over 
this year’s figures. 

While such estimates may seem a 
little stretched, there seems no doubt 
that 1935 will show a healthy in- 
crease over 1934. With more stable 
business conditions, with prices within 
the reach of 90 per cent of the pocket- 
books of the country’s citizens, with 
the electric refrigerator in second 
place to the automobile in public fa 
vor (and the aute people anticipate 
a 15-to-20 per cent increase in 1935) 
it is not at all umlikely that the re- 
frigeration industry will march ahead 
to a new all time record. 

New companies, well financed and 
with impressive field organizations 
like Fairbanks, Morse and Atwater 
Kent have come into the picture and 
will have to be reckoned with. Their 
participation will help to swell the 
total. 


necessity of 


N 1933 the electrical industry only 

sold 50,000 electric ranges with a 
retail value of $7,100,000. In the 
year just passed, the industry account 
ed for 120,000 ranges with a retail 
value of $15,600,000. Based on 20, 
000,000 wired homes in the country 
that represents a present 
of 6.1 per cent. Last year's satura 
tion estimates, compiled by ELEC 
TRICAL MERCHANDISING 
were based on a figure of 11,000,000 
homes located in territories enjoying 
promotional range rates. The present 


saturation 


190,000 







figure is adopted for uniformity with 
other saturation figures and to avoid 
contusion. 

While range sales in 1934 did not 
reach the all-time high of 180,000 
units, established in 1930, they arrest- 
ed, in a dramatic fashion, the drastic 
declines that began in 1931. Nor ts 
it unreasonable to predict that with 
general lowering of rates being con- 
summated in so many sections of the 
country and with the impetus that 
range sales may be given by prices 
competitive with gas cooking equip 
ment, that 1935 sales may easily reach 
a quarter of a million. 

Undoubtedly, much of the increase 
registered during the past year were 
due to the necessity of the power com- 
panies, facing rate cuts, to build do 
mestic load. The study, made by 
Electrical World of the nine-month’s 
sales figures of 100 power companies, 
shows that whereas in 1933 they sold 
18,227 electric ranges, that in 1934 
they sold 40,997 during the same 
period. 

It is interesting to note, too, that 
despite market pressure for low prices 
on electric ranges that the year fin- 
ished with an average of $130 pet 
unit. During the last quarter the 
Westinghouse Company brought out 
an electric range to sell for $61.25 
which, it was anticipated, would bring 
the lowest price levels down to at 
least the $70 level. Another company, 
the Norge Corporation, bought the 
Detroit Vapor Stove Company and 
have placed on the market an electric 
range selling below $80. A campaign 
on this range put on by the Boston 
Edison Company js described else- 
where in this issue. Kelvinator is an- 
other big company to enter the range 
field. The powerful influence of the 
Tennessee Valley Authority, too, was 
expected to have some profound effect 
on the general run of range prices. 
But to date, these various influences 
do not seem to have disturbed the 
price situation. 

While the 1935 range market will 
be largely dictated by the power com- 
panies imperitive necessity to build 
domestic load, there are many other 
factors that will have a stimulating 
effect. 

The ruling of the Federal Housing 
Administration, for instance, that 
modernization loans may be made on 
equipment that is built into the house, 
makes electric ranges a natural as the 
wiring becomes an integral part of 
the structure. The very fact that the 
housing program is gaining impetus 
and momentum with every month, 
bringing in its wake new building and 
money to be spent for modernization 
and repairs, augurs well for electric 
range sales in 1935. 


ELECTRIC RANGES 


'72p00 1934 UNIT SALES 120,000 
RETAIL VALUE $15,400,000 
PRESENT SATURATION hci 6.1 
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1929 1930 1931 
ya cleaners were swept 

along in the wake of the 1934 
bandwagon that brought three-year 
record sales volumes to most of the 
domestic electrical appliance lines. 
With 716,194 units accounted for in 
1934, with a retail value of $39,390,- 
670, there is provided a very favor- 
able comparison with the 547,536 
units sold in 1933 which brought in 
$27,376,800 to the tills of appliance 
merchants. 

Again in 1934, as has been the case 
in the past two or three years, manu- 
facturer’s direct selling operations 
dominated the cleaner field. Hoover, 
Premier, Electrolux, Air-Way and 
Eureka led the field through con- 
trolled re-sale operations such as the 
Hoover or the direct selling plan em- 
ployed by other manufacturers. 

There was a distinct indication, 
however, of a reviving interest on the 
part of electrical dealers, in gathering 
a more important share of the replace- 
ment business that comprises about 
one-half to two-thirds of vacuum 
cleaner business today. Many wide- 


126,000 











1929 1930 ~ 1981 


RONING machines outstripped 
most of the other major appliances 
in percentage of gains in unit sales 
during 1934. Only refrigerators kept 
pace. The 1934 unit sales figure of 
109,276 compares to the 69,293 units 
sold last year. These figures include 
both the portable and the table type 
models. The breakdown of the fig- 
ures shows that there were 77,460 
table models sold in 1934 and 31,816 
portable or wringer type models. 
Table models averaged $65 per 
unit while portables averaged $20. 
In many ways there is nothing sur- 
prising in the sudden spurt the iron- 
ing machine has taken, either in the 
affections of the public or shrewder 
appraisal of the dealers. On the basis 
of a number of interviews obtained 
early in the spring of 1934, this mag- 
azine predicted that it would be an 
ironer year; that the ratio of ironer 
sales to washer sales by dealers show- 
ed that the gap was tast closing up. 
Where some of the better specialty 
dealers were selling from one and two 


VACUUM CLEANERS 


1934 UNIT SALES .... hte 716,194 
RETAIL VALUE .... $39,390,470 
343 PRESENT SATURATION ..... bow .wwa Ngan eoeee 
| 696,648 717,000 
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1932 1934 


awake specialty dealers doing a job 
are using the service approach—so val- 
uable and necessary in contacting the 
great body of owners whose machines 
have long since become obsolete and 
outworn. 

General Electric, too, was partly 
responsible for the renewed interest 
on the part of the dealer. Their 1934 
marketing plans were built around the 
distributor and dealer as the focal 
point in building sales. An important 
distributing house, the Graybar Com- 
pany, have made a distributing ar- 
rangement with the Royal cleaner and 
combining two well-known names in 
the cleaner field. 

But with the price levels’ being 
maintained at levels fairly consistent 
with two or three years that have 
passed, and with the increasing re- 
placement market at their disposal, it 
is apparent that the electrical dealer's 
opportunity in the cleaner field is still 
ahead. The coming year may see him 
become more and more the factor 
that he was in the bright days of the 
cleaner industry's greatest prosperity. 


IRONING MACHINES 
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ironers to six washers, the figures 
were being revised to three and four 
ironers to every six washers. 

Progress, too, has been made in 
selling the idea of a complete home 
laundry. Department stores have ar- 
ranged displays that included the 
ironer as an integral part of a home 
laundry demonstration, rather than 
sticking a few orphans out on the 
floor to shift for themselves. Utilities 
also put nore emphasis on ironing 
machines in 1934, recognizing a po 
tential load builder of considerable 
importance and a service to the cus- 
tomer that rounded out their satisfac- 
tory experience with washing ma- 
chines. 

Price levels in ironing machines 
stayed about static, the retail value 
of the 109,276 units being worth 
$5,671,220 as compared to $3,411,- 
230 for the 69,991 units sold in 1933. 
Present price levels do not seem to 
be out of the way as far as public 
acceptance is concerned but they are 
too low to yield the dealer a profit. 
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VER a million homes in the 

United States are now using oil 
for central heating purposes. Over 
102,000 of them were added in the 
year 1934 as compared to approxi- 
mately 71,000 installations in the year 
1933. 

Those are the bare facts about do- 
mestic unit installations. It means 
that the number sold in 1934 repre- 
sents the biggest year the oil burner 
industry has known to date. Previous 
biggest year was 1929 when, according 
to the American Oil Burner Associa- 
tion, 91,220 installations were made. 

To many an oil burner dealer and 
manufacturer, however, 1929 repre- 
sented a far more successful year than 
1934. Prices and competition—both 
from the gas and coal interests and 
from the big oil producers of the 
country— had not yet begun to tobog- 
gan prices and introduce highly com- 
petitive methods and claims as to ser- 
vice and operating costs. Those 91,- 
220 burners sold in 1929 were worth 
$55,735,420; the 71,000 burners sold 
last year brought in $28,500,000. 
This year’s record crop .of installa- 
tions had a market value of $35,700,- 
000. It follows that while we are up 
about 17 per cent in sales over last 
year, the installed value of the burn- 
ers has not increased in proportion. 

There are two main reasons for 
the industry's headaches at the pres- 
ent time. The problem is not one of 
sales. Never before has oil burning 
reached such a pinnacle of public ac- 
ceptance. 

The problem is first one of com- 
petition from the utility companies 
on automatic gas house heating. The 
second is from the big oil producers— 
Standard Oil of New Jersey princi- 
pally — although it is expected that 
within the near future such companies 
as Shell, Texaco and Gulf will be in 
the market with a burner. 

The extension of gas lines, the 
cheapness of natural gas and the nec- 
essity of the utility companies to find 
new markets for gas as their present 
cooking load is threatened with elec- 
tric competition, are some of the rea- 
sons why the gas threat flowered into 
bloom during 1934 and brought to a 
head many an acrimonious dispute 
between the American Oil Burner 
Association, the National Oil Burner 
Dealers Association and the utility 
interests. In Chicago and other mid- 
western cities, the gas companies in- 
vited business with full pages in the 
newspapers and the battle of testi- 
monials that raged between automatic 
oil heat and automatic gas heat on 
an operating cost basis, provided ma- 
terial for both sides. In Baltimore 
and Washington and Boston—all good 
towns for oil burner sales—a similar 
situation was being enacted. In Bos- 


ton, the dealers banded together and 
managed to effect some kind of a 
truce with the gas company on the 
subject of competitive claims. Similar 
negotiations conducted in Baltimore 
and Chicago failed to materialize. 

But the battle between oil and gas 
is merely the battle between two com- 
peting fuels for house heating — a 
struggle which the coal people have 
jumped with the stoker as their agent 
for automatic heating. The latter 
group have enjoyed no little success 
judging from the fact that some 4,000 
domestic stokers were installed in 
1934. 

The problem which the industry 
feels more keenly is the entry into 
the field of the big oil producers. 
They have money, they have organi- 
zation and they look with covetous 
eyes on the home’ market which is 
estimated to consume some 40,000,- 
000 gallons of oil per year among 
1,000,000 householders. And the oil 
producers are going after the business 
in the place it hurts most—price. For 
while in 1933 the prices of conversion 
burners decreased on an average of 
close to $100 per instal’ tion, such 
producers as Standard ( of New 
Jersey clip something lik. another 
$100 off that price. Under the name 
of the Esso Marketers, they sell a 
Gilbert & Barker burner (known as 
the Gilbarco) for $285 with a 550 
gallon tank, installed. Their action 
has resulted in the, fixing of oil burner 
prices at under $300 limit—a price 
which dealers and distributors have 
been desperately attempting to meet. 

Most successful competitor has been 
Sears-Roebuck, another giant entry 
into the field of domestic house heat- 
ing. They have sold a burner ( Her- 
cules) at prices varying from $269 in 
some localities to $249 in others. 
Dealers, determined to compete have 
slashed prices to as low as $150 in 
some places. But such a situation can’t 
last forever. There is money being 
lost as there always is when the sale 
of a high-priced specialty becomes the 
football for competing price interests. 

And the industry has a good reason 
to be worried about the threat of the 
big oil producers jumping into their 
puddle. They not only sell a burner at 
considerable less first cost than estab- 
lished outlets, but they provide the 
oil at special prices and give free ser- 
vice on the life of the burner. The 
burner itself is just like an automobile 
—it eats up gas. The National Oil 
Burner Dealers Association carried 
the fight directly to Walter C. Tea- 
gle, president of the Standard Oil 
Company of N. J. And Mr. Teagle, 
in a carefully guarded statement re- 
plied that what was taking place was 
not at all unusual—that when a mar- 
ket had been created, more interests 
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came into it. Lower prices and more 
competition are then the order of the 
day. They feel that with lower prices 
they will be able to effectually inter- 
est the lower-income class of homes. 
When that is done they will be a little 
nearer to selling the 300,000 units 
or so that they feel is a little more 
like what the oil burner market calls 
for. Opposed to that are the present 
day conditions where about 15,000 
dealers sell 100,000 units. Just what 
will take place when the other big 
oil producers begin to step into line 
behind Standard, produce their own 
burner and start going after the-auto- 
matic house heating business is a little 
difficult to prognosticate. 

Suffice to say that the oil burner 
market will be expanded to propor- 
tions it has never known. And per- 
haps with some standardization, some 
eventual cutting down of the num- 
ber of outlets handling oil burners, 
there will come a period of volume 
and profit far in excess of anything 
the industry has yet known. 


Smaut APPLIANCES 


I T will be seen from the above hg- 

ures, and from the comparison 
with last year's sales and retail value 
given on page 6, that small appliance 
business, in most of the items, ran 
slightly ahead of last year in unit 
sales. The only appliances on the list 
to register slight fall-offs were mixers, 
irons, and waffle-irons. Yet irons and 
waffle-irons, despite fewer sales, reg- 
istered larger retail values which 
means that better prices prevailed. 

Even on those items—heaters and 
radiators, heating pads, hot plates 
stoves and grills, toasters, percolators, 
clocks and cookers—which showed in- 
creases during the year in unit sales, 
brought in more money to the mer- 
chants responsible for their sale. 

Principal reason, perhaps, was the 
increased interest shown by the power 
companies in the sale and promotion 
of small appliances. A study made 
by Electrical World of the nine- 
months sales achievements of mére 
than 100 power companies showed 
that irons and small appliances sold in 
units were 616,203 in 1934 compared 
to 457,440 for the same period in 
1933. 

Much of this power company in- 
terest may be said to have been foster- 
ed by the activities of the Edison 
Electric Institute through their Table 
Cookery Campaign, a similar pro- 
gram to that carried out in the re- 
frigeration business through the aus- 
pices of the Electric Refrigeration 
Bureau and in the lighting field 
through the Better Light — Better 
Sight campaign. 

The outlook for 1935 is particu- 
larly hopeful because the plans of 
the Table Cookery program are to 
be extended to include irons, clocks, 
and other small appliances as well 
as the straight cooking appliances. 
According to C. E. Greenwood, com- 
mercial director of the EEI, an effort 
it to be made to encourage more ag- 
gressive sales effort on the part of the 
dealers through a National Better 
Merchandising Contest. There are to 
be $2,400 in prizes allotted—$600 for 
prizes in each quarter. The basis of 
the awards for the first quarter will 
be for the best plan for sales training 


of retail clerks in selling electrical 
housewares and how the plan was 
applied. Other quarter’s prizes will be 
concerned with Best Window Dis- 
plays, Best Store Displays and Best 
Sales and Promotional Plans. 

A first prize of $100 and a second 
of $50 is offered to winners in each 
of three classes of outlets: departmen- 
talized stores, other retail outlets, and 
utilities. In addition, there will be 
five Honorable Mention Prizes of 
$10 each to be offered in each class. 

Manufacturers who are backing the 
program for bigger and better small 
appliance sales in 1935 are General 
Electric, Proctor & Schwartz, Ham- 
ilton-Beach, Westinghouse, Knapp- 
Monarch, Landers, Frary & Clark, 
Manning-Bowman, Silex, Waters- 
Genter, American Electrical Heater, 
Robeson-Rochester, and Schwartz- 


— 

ose merchants interested in fol- 
lowing the details of the new small 
appliances campaign may follow the 
new publication, “Electrical House- 
wares’, published by the Edison Elec- 
tric Institute as a successor to last 
year’s Table Cookery Topics. 


MIXERS 
1934 UNIT SALES 300,000 
RETAIL VALUE .......... $5,156,000 
PRESENT SATURATION ............ 
CLOCKS 
1934 UNIT SALES 2,100,000 
RETAIL VALUE .......... $13,200,000 
PRESENT SATURATION ............ 
IRONS 
1934 UNIT SALES ...... 2,867 000 
RETAIL VALUE .......... $10,313,000 
PRESENT SATURATION ............ 
TOASTERS 
1934 UNIT SALES ........ 956,553 
RETAIL VALUE .......... $6,239,480 


1934 UNIT SALES ........ 316,429 
RETAIL VALUE . $2,259,335 
PRESENT SATURATION ............ 

COOKERS 
1934 UNIT SALES .......... 40,000 
RETAIL VALUE ........... $287 500 
PRESENT SATURATION ............ 

HEATING PADS 
1934 UNIT SALES ........ 332,819 
RETAIL VALUE ........... $1,599,953 
PRESENT SATURATION ............ 

WAFFLE IRONS 
1934 UNIT SALES ........ 429 452 
RETAIL VALUE ........... $2,081,495 
PRESENT SATURATION ............ 

HEATERS & RADIATORS 
1934 UNIT SALES ......... 168,490 
RETAIL VALUE ............ $370,678 
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NATIONALLY KNOWN 
CREATIVE DESIGNERS 


The new Cabinet type Speed Queen follows two years 
of intensive creative effort resulting in a modernly 
styled washer of unprecedented beauty. The designers, 
Mr. C. J. Thelander, who is our permanently retained 
designer, and Mr. F 
C. Ruppel, consultant 


represent the best ta! 

ent among nationally . 

known appliance de - 
signers. Mr. Ruppe! is fe 


also widely known for 
the prominent part he 
played in creating air 
flow design in the au- 
tomotive field 











Above— 
C. J. Thelander 


Below— 
F. C. Ruppe! 








SIX MODELS 


Model a New deluxe Cabinet Model with 
Mone! Meta! Tub. New Speed Queen Sofety 
Roll Wringer. Double Wall Construction 
Ivory finish 


Model B Same deluxe construction as Mode! 
A except equipped with white Porcelain Tub 











Model F Leading seller in line. (Shown at 
right.) Popularly priced. Double Wall Cab 
inet Construction. Green Porcelain Tub. New 
Speed Queen Safety Roll Wringer. Pear! 
Green finish 








Model O A merchandising “‘step-up"’ model 
between the M and the F offering Double 
Wall Construction at lowest price. Has Bow! 
Shaped Porcelain Tub. Finished in Green 


Model M Low priced leader. Conventional 
Single Wall Construction. Porcelain Tub. Sub 
merged type Agitator. 2-tone Tan finish 


Model t For homes without electricity 
Equipped with famous Briggs & Stratton 4 
cycle gasoline motor. Has Beuble Wall Con 
struction; new Speed Queen Safety Roll 
Wringer; Bowl-Shaped Tub, and other ex 
clusive Speed Queen features 


Also 
MPLEX SRONER 


Cabinet and Open Type Models 











‘ 


Phe a 


Here, briefly, are the highlights of the 1935 Speed Queen 
Line: 


NEW CABINET DESIGN — As portrayed in the adjoining 
photo, Speed Queen offers a new, beautiful, modernistic 
cabinet type design — created by two nationally known 
commercial stylists. 


NEW SPEED QUEEN SAFETY ROLL WRINGER — A definite 
improvement over any wringer now on the market. Entirely 
exclusive in design and construction. Safety release bar 
automatically frees both rolls as it releases the pressure. 
Pressure is conveniently re-applied by merely pressing down 
top. Exhaustive comparative tests with other leading wringers 
have proved its outstanding superiority in extracting water 
from clothes. 


NEW LINE-UP OF MODELS — This year’s line consists of five 
electric models priced to retail in a balanced range of popu- 
lar prices — each model offering definite, visible features for 
most effective and profitable step-up merchandising. 


EXCLUSIVE FEATURES — In addition to the new Speed Queen 
Safety Roll Wringer, such exclusive Speed Queen features 
as the Bowl-Shaped Tub, Steel Chassis Construction, Double 
Walls and Arc-cuate Drive Transmission are retained as basic 
construction features without change. 


If you are interested in getting full details of the complete Speed Queen 
proposition for 1935, pin your letterhead to this page and mail to— 


BARLOW & SEELIG MFG. CO. 
Ripon, Wisconsin 
Manufacturers of Household Appliances Since 1908 


LiZZ 


in SPEED QUEEN hiitory,/ 





Marshall R. Scott 


OTHING during the progress of the Barlow & Seelig Mfg. Co. has 
ever given us greater pleasure than this opportunity to announce 
the new 1935 Speed Queen Line. It is a line that should carry Speed 
Queen sales way beyond the phenomenal record already established 


With the exception of our new Speed Queen Safety Roll Wringer 
which embodies exclusive principles of design and operation, the es- 
sential basic features of Speed Queen construction remain unchanged 
In this connection, it is significant to note that some of these basic fea 
tures—such as the Double Wall Chassis Construction which we have 
been pioneering for six years on popularly priced washers—are now 
being recognized by other washer manufacturers to the extent of being 
incorporated on some of their highest priced models. 


Although we have made changes in models and design, we want you 


to realize that our attitude and policy toward our dealer organization 


will continue the same as always. We will at all times maintain that 
spirit of friendly cooperation and square dealing which has so con- 
spicuously identified our dealer relationships. Our thousands of loyal 
dealers will always be regarded as our most valuable asset 

















DONT CHANGE IT/ 





... Say hundreds of successful dealers selling 


STEWART-WARNER 


Mew Iype ELECTRIC REFRIGERATORS 


“Slo-Cycle Mechanism Ended Servicing Problem and 
Made Retail Profits NET” 


THE LINE UNDREDS of successful Stewart-Warner dealers— the men who 

WITHOUT A placed thousands of Stewart-Warner Electric Refrigerators in 

SERVICE PROBLEM American homes and who have seen them set an amazing “new high” 

for mechanical dependability — have issued these orders for 1935: 

“Don't change mechanism! Its ‘slo-cycle’ principle has ended the 

servicing problem— made retail profits met—its proven merit de- 
mands its retention as is.” 


To these men who know that the Stewart-Warner “‘slo-cycle’”’ mech- 
anism enables them to seep their profits—and to those who are in 
search of such a line—Stewart-Warner announces that the same basic 
mechanical principles will be retained in the new models for 1935. 
Cabinet refinements? Yes! Smarter appearance? Of course! New 
conveniences? Many! But the refrigerating unit remains unchanged ! 


De Luxe and Standard Models in 1935 


After its outstanding sales and performance record of 1934, the 
Stewart-Warner line for 1935 will repeat and exceed this remarkable 
success. For in addition to the De Luxe models a new group of Stand- 
ard refrigerators are ready to take their place in the Stewart-Warner 
profit picture — popular-priced models with the feature that will 
make them stay sold — Stewart-Warner mechanical dependability ! 


Call your distributor now. Get off on the inside track for 1935. Get 
complete information on Stewart-Warner New-Type Refrigerators 
—De Luxe and Standard. Don’t make any commitments until you 
know the Stewart-Warner plan for 1935. 


Get Full Details On New 1935 
Profit-Plan From Your Distributor! 
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21 8 Mice eT 


By R. E. 


IMHOFF, 


Merchandise Sales Mgr., 


Westinghouse Electric @ 





‘fg. Co. 


Why They Buy 


URING a recent door-to-door 

survey in 283 communities, 15,- 
000 housewives gave Westinghouse 
Electric a first-hand view of their ideas 
and preferences in domestic appliances, 
of what they want to buy and why; 
and in doing so, they produced a clear 
composite picture of the size and loca- 
tion of the household appliance market. 


VIEWPOINTS OF THE LADIES 


(Who, of course, should come first). 
To save time and labor, and sim- 
plify their work, is women’s motive in 
buying electric appliances, two times 
out of three. 
Most women (8 to 1) put more de- 








pendence on the brand of the. maker, 
than on the dealer, when buying 

In spite of all the talk about the 
effect of beauty in selling, only about 
half of the women seemed to have no- 
ticed the matter of good looks in the 
devices they buy. But they might have 
noticed if the devices had been ugly. 

Most women seem to feel that pres- 
ent prices for appliances are reasonable 
and fair; and most women find the 
cost of operation is about what they 
had expected. 

Very few women were willing to 
say they intended to get any new ap- 
pliances this year ; but there are a great 
many thousands who are going to get 
a refrigerator, a vacuum-cleaner and 
a food-mixer at the first opportunity. 
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AS TO THE SIZE OF THE MARKET 


some interesting points appeared : 

More than half the 15,000 homes 
already have six or more appliances. 

About 3 out of 4 have a vacuum 
cleaner and a toaster, 

Nearly half have washing machines, 
waffle-irons, refrigerators and fans. 
But there is nothing like saturation in 
anything but irons. 

Homes in Middle-Western cities 
use more appliances than those on the 
Atlantic Coast. 

The bigger the income and the big- 
ger the house, the more appliances. 

Also, the bigger the family, up to 
four—more than four children mean 
fewer appliances. 











House-dwellers are better prospects 
than apartment dwellers. 


THESE RESULTS ARE 
REPRESENTATIVE 


for towns and cities in the Northern 
half of the United States, and for the 
ordinary range of living standards; 
62% of those interviewed had average 
incomes, 18% were below average, 
and 20% above average. The women’s 
ages varied from 20 to 60, about half 
being between 27 and 40 years of age. 

The survey was confined to the 
northern states. The South has such 
a different set of conditions, such as 


(Please turn to page 48) 
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NEW Cabinet type 


lronrile 


Here's the new Model 35 IRONRITE —an ironer so out 
standing that it not only overshadows our biggest-selling 
models of the past fifteen years but also surpasses, we be- e 


lieve, anything ever before produced by any manufacturer 





»f electric ironers. 


Never before an ironer so captivating in appearance, so re 


plete in exclusive features, so extraordinary in its facilities of the 

for speedy operation and perfect ironing results! No wonder 

t has become the talk of the electric ironer industry! lroner 
When you learn the complete details of this and the other 

new 1935 models, you will grasp at once their exceptional Industry 
sales possibilities. You will recognize that they are just what e 


you have been looking for to put new life into your ironer 
business. It’s a line of ironers that is going places! Tie up 
with it and come along! Mail the coupon today for full 


nformation! 


The Yronrite Ironer Company 
38 Piquette Ave. Detroit, Mich. 


tHE IRONRITE IRONER CO 
8% Piquette Ave., Detroit, Mich 


send complete information on the complete NEW 1935 LINE—also full 
letasls of your DEALER PLAN 





Name 


Caty 


“Mate 
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On the RECORD 





month ago. C. E. Wilson is vice 
president in charge of the Merchan- 
dise Department. 


Three thousand Buffalo housewives 
are visiting the new Modern Electric 
Home and Store every week. Con- 
structed on the main floor of the Buf- 
falo General Electric Company, 
the home is complete with oil-burning 
and air conditioning equipment, elec- 
trified kitchen and other developments 
of the electrical industry. 


Pop-Eye the Sailor has an important 
part in the Westinghouse Lamp 
Company's new display series for 
1935. Believing that the public are 
not moved by any one particular type 
of appeal, the series utilizes all the 
well-known mediums this year—car- 
toon characters, movie stars and lu- 
minous displays. 


A new company, Appliances, Inc., 
has been formed in Cincinnati, O., 
and appointed distributor for the 
Fairbanks, Morse line of home ap- 
pliances. W. H. Burckhardt is presi- 
dent of the new company and Guy 
Flaig, sales manager. 


Philco Sales & Service Company, 
Louisville, Ky. has been awarded the 
franchise for Kelvinator refrigerator 
distribution in that territory. 


The annual merchandising clinic 
of the specialty appliance sales depart- 
ment of General Electric will be held 
at Nela Park, Cleveland, January 28 
and 29. R. C. Cameron, in charge of 
department store activities of the de- 
partment, will act as chairman. 


About the same time, 400 crack 
salesmen of GE refrigerators, ranges 
and dishwashers will be in Miami, 
Fla., as a reward for their outstand- 
ing sales achievements during 1934. 


Kelvinator is looking forward to 
a good year. November shipments 
were 75 per cent ahead of the same 
month last year, according to H. W. 
Burritt, vice president in charge of 
sales. 


A drive against the sale of “gyp” 
lamp bulbs has been launched in 
Washington, D. C., by the People’s 
Counsel of that city, William A. Rob- 
erts. Acting on the complaint of con- 
sumers, Mr. Roberts has been buying 
up lamps for test by the Bureau of 
Standards of the Department of Com- 
merce. All gyp bulbs are of domestic 
manufacture, Mr. Roberts said. 


Two women were awarded first 
prize in Sparton Radio's recent radio 
broadcast announcement contest. They 
were Miss Marie Meyer of Detroit 
and Mrs. Henry Kreiling of Morris- 
ville, Pa. 


Sam S. Glauber, Inc., has been ap- 
pointed metropolitan New York dis- 
tributor for Gibson refrigerators. 
Robert Hill, formerly metropolitan 
sales manager for Westinghouse re- 
frigerators, is in charge of the refrig- 
eration division of Glauber’s. 


CONTINUED FROM PAGE 3 





The Home Modernization Cam- 
paign goes on apace. Here are the 
latest figures: New repair jobs creat- 
ed to date (based on pledges received ) 
amount to $171,000,000. Of this 
amount 63 per cent of the jobs were 
for cash. 11,735 approved banks have 
made 66,195 loans for a total of 
27,700,000. To make the picture 
even more optimistic, Albert L. 
Deane, deputy administrator in charge 
of modernization under the Federal 
Housing Administration, has predict- 
ed that a billion dollars would be 
spent on modernization in 1935. 


A newly organized company, known 
as the Flint Distributing Company 
will operate as Kelvinator distributors 
in Salt Lake City territory. Leland 
B. Flint is president. 


Ilg Electric Ventilating Company 
has establised offices at Des Moines 
la., Omaha, Nebraska and Tulsa, 
Oklahoma. 


In his copyrighted column appearing 
in Hearst newspapers, B. C. Forbes 
recently gave prominence to electrical 
appliances when he listed the unfilled 
needs of America. In his budget of 
things whose cost totalled $41,536,- 
575,000, his electrical estimates were 
as follows: 


Needs Total Cost 
10,000,000 Electric 

refrigerators $1,690,000,000 
8,600,000 Electric 

Ranges 1,221,200,000 
3,825,000 Washing 

machines 210,375,000 


Penn Electric Switch Compa- 
ny, makers of the Penn Temtrol Sys- 
tem for automatic heat installations, 
are going to expand their advertising 
and sales promotion plans in 1935, 
according to Nelson B. Delevan, sales 
manager. The introductory campaign 
on Temtrol brought 5,000 dealers, 
sales managers and service men to 
sales meetings in 1934. In addition, 
the company plans to expand more ex- 
tensively in the refrigeration and air 
conditioning fields. 


The General Electric Institute 
celebrated its first anniversary De- 
cember 22 at Nela Park, Cleveland. 
Owen D. Young, chairman of the 
board, spoke over a direct wire from 
New York and was followed by J. EF. 
Kewley, vice president in charge of 
GE's Incandescent Lamp Department 
and L. C. Kent, executive manager 
of the Institute. 

The Institute is a kind of “uni- 
versity” of all branches of the elec- 
trical industry. 


Wooed from the Duncan family’s 
fireside by the succulence of steak and 
potatoes, Menalkas Duncan, neph- 
ew of the famous dancer, Isadora 
Duncan, is said to be repairing electric 
refrigerators for a living, according to 
Paul R. Milton, of the American 
Dancer Magazine. 


R. R. Cooper has been named man- 
ager of a new Schenectady, N. Y., 
sales office, of the Ilg Electric Ven 
tilating Company, Chicago. 
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New fasilions of the Month 


Stewart Warner 

Announcement is made by Stewart- 
Warner Corporation that, effective 
January Ist, important changes are 
being made in its household products 
sales division. Charles D’Olive, who 
has been directing refrigerator sales 
and engineering, steps up the ladder 
to assume the duties of assistant to 
the general sales manager, vice presi- 
dent Frank A. Hiter. In this position, 
he will continue his supervision of en- 
gineering and product planning, and 
will also have numerous duties in con- 
nection with sales in other divisions 
of the corporation. 

John Ditzell joins Stewart-Warner 
in charge of radio and refrigerator 
sales. This is a further step in the 
company’s plan to consolidate the sales 
organizations on these two products 
which have been two separate groups 
under separate direction. Not long 
ago, the field force was reorganized 
to eliminate duplication of effort and 
travel, but radio remained under Mr. 
Hiter and refrigeration under Mr. 
D’Olive. 

Mr. Ditzell is widely known 
throughout the refrigeration industry 
and brings to Stewart-Warner a broad 
practical knowledge of distributor and 
dealer problems and operations. This 
background includes sales direction 
out of Kansas City with the Victor 
Talking Machine Company, manage- 
ment of the Victrola, record and piano 
department at Famous-Barr in St. 
Louis, head of the contract depart- 
ment of the Brunswick phonograph 
record organization, several years as 
head of the Chicago distribution of 
Automatic Oil Burners and Electro- 
lux Refrigerators, and, during 1931- 
32-33 as general sales manager of 
Majestic Radio and Refrigerators. 


Hygrade-Sylvania 

T. G. Carroll, Hygrade Lamp sales 
representative in the Cincinnati ter- 
ritory, has been given charge of tube 
sales in the same territory. 

R. H. Stroud has been appointed 
sales representative of the same com- 
pany, according to Stanley N. Ab- 
bott, sales manager. He will handle 
the Kansas City territory. 


Norge 
Earl Bridge, formerly in charge 
of sales for the Meadows Manufac- 
turing Company of Bloomington, ‘II- 
linois, is now with the Norge Corpo- 
ration, with headquarters in Detroit. 


Meadows 

Announcement has been made of 
the appointment of I. N. Merritt as 
vice president in charge of sales for 
the Meadows Manufacturing Com- 
pany, Bloomington, Illinois. Mr. 
Merritt was formerly vice president 
and general manager of Grinnell. 


Electromaster 
James Knight, for the last seven 
years with the Public Utilities Di- 
vision of the Frigidaire Corporation, 
has joined the executive sales staff of 
Electromaster. Inc., Detroit, accord- 
ing to Gerald Hulett, vice president. 





Carl Bergman is the new 
vice president and gener- 
al sales manager of the 
Woodrow Washer Com- 
pany which has moved 
from Pella, Ia., to Oska- 
loosa and is all set for 
1935 with a new line of 
washers. ~ 





For ten years assistant 
treasurer of Kelvinator 
and more recently mana- 
ger of New England sales 
for Leonard, G. E. Rogo 
has taken over the Chica- 
go factory distribution of 
Kelvinator, according to 
H. W. Burritt, vice pres. 





From the Hartford Elec- 
tric Light Company where 
he was an expert on kitch- 
en planning, Irving W. 
Clark has joined the West- 
inghouse Company as field 
manager of the Kitchen 
Planning Service, accord- 
ing to Reese Mills, range 
sales manager. 
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Charles Eveland, former 
general sales manager of 
the One Minute Washer 
Company is now president 
and general manager of 
the Woodrow Washer Co. 
He announces a new line 
and an energetic program 
for the coming year. 





From appliance sales man- 
ager of General Electric's 
Merchandise Department 
in Atlanta, C. J. Hendon 
comes to Bridgeport as 
manager of the heating de- 
vice sales section, succeed- 


ing R. J. Cordiner. 





— 
Formerly of Marshall 
Field & Co., Chicago, J. 
I. McClelland has joined 
the Youngstown Pressed 
Steel Company, Warren, 
O., as department store 
supervisor in charge of 
merchandising their new 
YPS cabinet sink. 





H. W. Mateer, who left 
the McGraw-Hill Publish- 
ing Co., two years ago to 
direct advertising sales 
for Electric Refrigeration 
News, comes back to as- 
sume the managership of 
McGraw-Hill’s Electrical 
Merchandising, Radio Re- 
tailing and Electronics. 





A former vice president 
and general manager for 
Grinnell, I N. Merritt 
has recently been appoint- 
ed vice president in charge 
of sales for the Meadows 
Mfg. Co., Bloomington, Il. 





For the past three years 
sales promotion and ad- 
vertising manager of Kel- 
vinator’s domestic divi- 
sion, John S. Garceau has 
been appointed advertis- 
ing and sales promotion 
manager of the company’s 
air conditioning division. 


General Electric— Bridgeport 

C. J. Hendon has been named man- 
ager of the heating device sales sec- 
tion of the General Electric’s Mer- 
chandise Department, Bridgeport. He 
succeeds R. J. Cordiner who has been 
appointed assistant manager of appli- 
ance sales in general charge of sales 
development for GE radio. 

Mr. Hendon will have charge of 
all GE Hotpoint appliances. He comes 
from the position of the Merchandise 
Department's appliance sales manager 
in the Atlanta district. Prior to that 
he was with the Edison General Elec- 
tric Appliance Company in Chicago. 


Electrical Merchandising 


Howard W. Mateer, for the past 
two years advertising manager of 
Electric Refrigeration News, Detroit, 
has come back to the McGraw-Hill 
Publishing Company in the capacity 
of Manager of ELECTRICAL 
MERCHANDISING, Radio Retail- 
ing and Electronics. He succeeds M. 
E. Herring, resigned. 

Prior to his two-year sojourn with 
the Business News Publishing Com- 
pany, publishers of Electric Refrigera- 
tion News, “Mat” had been for 6 
years manager of the eastern sales 
district for the three McGraw-Hill 
electrical papers and had more than 
15 years experience in various branch- 
es of McGraw-Hill advertising and 
copy service departments. 


Kelvinator 

G. E. Rogo has been named man- 
ager of the Kelvinator Corporation's 
new factory sales branch in Chicago, 
according to H. W. Burritt, vice 
president in charge of sales. Mr. Rogo 
was formerly assistant treasurer of 
Kelvinator for ten years and since 
1931 has been with the Leonard Re- 
frigerator Company as manager of 
the New England sales territory. 

The new Kelvinator distribution 
unit will be located at 830 Rush 
Street, Chicago, and will confine its 
activities to air conditioning and apart- 
ment house work. Household refrig- 
eration and the company’s other prod- 
ucts are handled by the Common- 
wealth Edison Company. Outside Chi- 
cago the new company will distribute 
all Kelvinator lines. 

John S. Garceau has been appoint- 
ed advertising and sales promotion 
manager of the Kelvinator Corpora- 
tion’s air-conditioning division, ac- 
cording to Vance C. Woodcox, ad- 
vertising and sales promotion director 
for the company. 

Mr. Garceau has been with Kelvi- 
nator since 1927, for the past three 
years as advertising and sales promo- 
tion manager of the domestic division. 


General Electric Specialty 

Henry Nosser, formerly of Kelvi- 
nator and’ Westinghouse, has joined 
the General Electric Specialty Com- 
pany, 155 Hillside Avenue, Jamaica, 
N. Y., as manager of their appliance 
division. The company has just opened 
a new factory and offices and added 
a complete appliance division. The an- 
nouncement came from A. J. Kaiser. 
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The Salesman who knows 
something about service is in a 
position to get new business. 


The fourth in a series of 
articles on oil burner selling 
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't be afraid 
to get your 


Hanps 


Dirty 


by Roi B. Woolley 


burner selling, I pointed out that 

the satisfied customer is the best 
source of new oil burner business. 
Manifestly there are no satisfied cus- 
tomers where there is no satisfactory 
operation. Which prompts the ques- 
tion, upon what does satisfactory oper- 
ation depend? And the answer is (1) 
upon the burner itself, (2) upon its 
proper installation and (3) upon its 
proper maintenance. 

It is hardly necessary here to discuss 
the question of the design or construc- 
tion of oil burners. Long ago the bet- 
ter known makes emerged from the 
experimental and pioneering stage. 
Burner design has steadily been im- 
proved; construction has been stand- 
ardized and simplified. Quality to- 
day among all standard makes is high- 
er than ever. Small burners have been 
developed to sell at price ranges with- 
in the means of medium income home 
owners. Complete boiler-burner units 
have been devised and perfected to 
meet the requirements of families to 
whom price is secondary. Manufac- 
turers have improved production me- 
thods—and products. Particularly in 
the matter of automatic controls im- 
provement has been made in quality, 
—and in price. 

There still remains the question 
of the adaptability of certain types of 
burners to certain types of heating 
systems, and boilers. In this connec- 
tion the words of a metropolitan deal- 
er are thought-provoking. He said: 
“The dealer makes a mistake if he does 
not make a careful survey of the in- 
dividual job before he makes an in- 
stallation. He should go further; he 
should make a survey before he ac- 
cepts the order. If he knows his busi- 
ness he should know that in occasional 
instances his burner may be totally 
unsuited to the particular customer’s 
needs. If, knowing this, he persists in 
accepting that customer’s money, he 
is doing both the customer and him- 
seif an injury. It may hurt to turn 
down business—but it will hurt a lot 
more to accept it, knowing that you 
can’t make good.” 

In this connection one large organ- 
ization does not take the word of its 
salesmen who, by the way, are drawn 
from the ranks of heating and plumb- 
ing—and ought to know all the prob- 
lems and their answers—but it sends 
its “specialist” to carefully survey each 
individual job both before the final 
* Electrical Merchandising, Oct.-Nov., 1934 


I: PREVIOUS aarticles* on oil 


contract is signed, and before com- 
plete installation is made. Every job 
of this company is adjusted and set by 
test. If there is anything wrong with 
the boiler or heating system that will 
impair the satisfactory operation of 
the burner, the customer is advised 
frankly and recommendations made 
to correct the trouble. In this manner 
much of the trouble met with in un- 
der-radiated houses and under-sized 
boilers (so often installed in specu- 
lative houses) is overcome. I might 
add, in passing, that this company 
makes its service department pay a 
profit. 

Fortunate indeed is the dealer 
whose salesmen are sufficiently trained 
and knowing to be able to make their 
own surveys, render their own de- 
tailed specifications, draw their con- 
tracts, and get the order without help 
from the ‘front office’. They are rare 
birds and, where encountered, are 
usually running their own business. 
But they are not vitally essential to 
profitable oil burner merchandising. 
The average dealer cannot locate such 
talent or, if he does, can hardly afford 
to pay for it. He must, therefore, de- 
pend upon good average salesmen, 
trained to the best of his (and the 
factory’s) ability—and support them 
with outside, technical ability. Nor 
is it necessary, always, to have that 
technician on his full-time payroll. 


HILE technical knowledge of 

combustion, heating, etc. is not 
absolutely essential to the salesman’s 
stock-in-trade, possession of that knowl- 
edge is a valuable asset. The other eve- 
ning I met an oil burner salesman at a 
lodge meeting (he invariably attends 
all club, lodge and other organization 
meetings that he can get into). He 
looked tired, and I said so. “I ought 
to be,”’ he said ; “Look at my hands”— 
holding out two dirty, roughened 
paws—‘‘that’s the result of woré,— 
I've been out servicing burners.” 

It developed that, while, as a sales- 
man, he need not have concerned him- 
self with service, he does make it a 
point to call upon not only all his 
old customers regularly, but upon as 
many of the company’s other patrons 
as he can. In an area of about fifteen 
square miles they have 700 installa- 
tions. And this year he has called 
upon over 400 of them. He has mas- 
tered the technique of maintenance 
and service and in cases, where minor 

(Please turn to page 56) 
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...on the consumer 
creates PROFIT for F-M Dealers 


@ Impact! That something in a product 
which, on first sight, appeals so power- 
fully to the prospective customer that all 
preconceived ideas are swept away in a 
quick rush of acceptance and preference. 
Seldom is a product placed in a dealer’s 
hands which truly has .. . impact. 





But you can have it in your electric 
refrigerator line this year if you act now! 

Your prospect expects differences in 
the various refrigerators he inspects be- 
fore purchasing—and he finds small dif- 
ferences. Variation in appearance, shelf 
arrangement or hardware. Not until he 
comes to the Fairbanks-Morse Refriger- 
ator does he find a big difference. And 
there he finds the CONSERVADOR! The 
sheer unexpectedness of it carries impact. 
And as you explain what the Conservador 
accomplishes in economy, convenience, 
space utility . . . how logical it all seems! 
No delicate weighing of slight features in 
the prospect’s mind—but one big, ex- 
clusive feature that brings quick accep- 
tance—and profits to the dealer. 

The F-M franchise is the most valuable 
dealer arrangement to be offered for the 
1935 season. Write, phone or wire for com- 
plete information and name of nearest 
distributor. Fairbanks-Morse Home Ap- 
pliances, Inc., 430 S. Green St., Chicago. 


Cable Address: FAIRMORSE, CHICAGO 


FAIRBANKS- na ony tee 


, INC. 








REFRIGERATORS e RADIOS e WASHING MACHINES e IRONERS 
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a 
Model AW-25 Model AW-24 Model AW-23P Model AW-22 








Medel AF-5 Model AW-21 Medel AF-10 








» 





Model AW-44 Model AW-43P Model AW-42 Model AW-41 


The complete line also includes Double-tub Washer Models, Electric Dryers and Rotary Ironers. 





General Electric Company, Merchandise Department, Bridgeport, Conn. 


GENERAL @@ ELECTRIC 
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The General Electric and Hotpoint Lines 
of Home Laundry Equipment Will Be 


DESIGNED - STYLED - ENGINEERED 
MANUFACTURED 


AND 
SERVICED 


at the Bridgeport, Connecticut Works 


This sensational new line of General 
Electric and Hotpoint Washers, intro- 
duced to the trade last August, has re- 
ceived excellent acceptance from the 
public. In fact, so great has been the 
demand for this new equipment that 
overtime factory production has only 
now caught up with the tremendous 
avalanche of dealer orders. 


The new 1935 line of Home Laundry 
Equipment was styled, engineered and 
designed by the General Electric Com- 
pany at its Bridgeport Works. Starting 
February Ist, the General Electric 
Bridgeport Works will also manufacture 
and service General Electric and Hot- 
point Home Laundry Equipment. 


the General Electric Company 


Dealers will welcome this new central- 
ized operation — the complete coordina- 
tion of engineering, styling, manufactur- 
ing, sales promotion and service — all 
concentrated within a single unit. This 
impressive program will stimulate and 
increase volume sales of what are prob- 
ably the fastest-growing lines of Home 
Laundry Equipment in America. It will 
also guarantee the traditional QUALITY 
so long associated with General Electric 
and Hotpoint products. 


Progressive and wide-a-wake dealers, 
who join the parade of other successful 
General Electric and Hotpoint dealers, 
will cash in on this “Once-in-a-life-time”’ 
opportunity to secure increased volume 
together with steadily growing profits. 





GENERAL @ ELECTRIC 
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All a on Westinghouse? Watch for 
Announcement - - Most Spectacular t 


development in refrigeration history ! 


Westinghouse 
SGeamline REFRIGERATORS 
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Selling Appliances 


Without Mone} v 


By C. Grunsky 






























































P. A. THOMAS 


of Thomas and Bauer, Yakima 


HERE is a large rural section of 

the United States where drought 

and other conditions have made money 
a scarce commodity. And yet the needs 
of life go on. Farmers’ wives want 
electrical conveniences just as much as 
ever; they are willing to make sacri- 
fices to obtain them, too—only they 
lack the cash for the initial down pay- 
ment. Can nothing be done about it? 
The Yakima Valley, agricultural 
and stock raising district of Washing- 
ton, has not been one of the worst hit 
sections of the country, but here as 
elsewhere dollars during recent months 
have been difficult to come by. P. A. 
Thomas, energetic partner of Thomas 
& Bauer, Yakima, had no intention 
of letting this condition interfere with 
his sales of washing machines and re- 
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frigerators, however. 

Mr. Thomas has an interesting his- 
tory back of him. He started his career 
as brakeman on the railroad, resigned 
to take up Maytag sales work in 
Pasco, Wash., advanced until he was 
in charge of the Spokane Division of 
the Maytag Company and then in 
1933 went into business for himself 
in Yakima, together with A. W. Bau- 
er. His solution to the present situa- 
tion has a distinct Yankee flavor about 
it. He resolved to take in any article 
in trade which his, customers had to 
offer. 

As they were farmers, what most of 
them had to trade was cows. Mr. 
Thomas soon found himself possessed 
of a considerable herd of cows, which 
he had swapped for washing machines, 
accepting them as a rule in lieu of first 
down payment. He was not at all dis- 
mayed. What he did not know about 
cows, he proceeded to learn, and very 
soon he was as good a judge of cows 
as any farmer in the countryside. He 
purchased a small ranch in the neigh- 
borhood of Yakima (whether he took 
this in trade or not is not specified) 
and he established thereon a reliable 
couple who knew how to fatten cows 
and build them up for the market. He 
did not pay them for their services, 
but he allowed them all the produce 
from the farm, including milk from 
the cows. This means that the more 





cows they are asked to care for, the 
more they are pleased. Then he let it 
be known that he had cows for sale 
and, what is more, he sold all the cows 
he had taken in. Now he has a regular 
market for his stock. Usually he has 
about forty cows on hand, which num- 
ber does not vary greatly, as he sells 
them just about as fast as he takes 
them in. Once he had as many as 93. 

Naturally he wishes to make money 
on the transaction—which means, of 
course, that he must buy cows for at 
least a little less than he sells them for. 
To do this he must know cow values, 
and his salesmen 
must know them, 
too. Is it too much 
to expect an elec- 
trical salesman to 
learn something 
about the cattle 
business? Mr. 
Thomas does not 
think so. All of his 
seven men have 
learned to judge points and to keep in 
touch with market values. The result 
is that they take in cows at a low price, 
have them fed up for the market (at 
no cost to the store, please note) and 
then sell them again for about $15 
more than they paid for them. This 
department of his business has been 
a distinct money maker, according to 


Mr. P. A. Thomas. 


P. A. Thomas of Yakima, 
Wash. swaps cows as 
part payment for washers 
and refrigerators — and 
does a profitable business. 







+ 


F recent months the allowance 
for a cow to the farmer who 
wishes to trade for a down payment 
on a washer has run in the neighbor- 
hood of $25 and the selling price of 
the cow has been about $40. This is 
somewhat higher than the market 
price of cows, but Mr. Thomas will 
sell on time, a practice which is not 
common among vendors of cows. Ten 
dollars down and $10 a month are fre- 
quently possible terms to a farmer, 
wheras $30 in a cash sum would be 
prohibitive. And there are no reverts. 
When a farmer has paid a fair sum 
down for a cow 
and has fed her 
for a month or 
two, he does not 
let her go for 
want of paying 
the installments. 
The cows re- 
quire no special 
advertising. The 
same publicity 
which informs people in the first place 
that cows will be accepted in trade 
serves to let people know that the store 
also has them for sale. No tricks. have 
been overlooked. The firm has a truck 
of its own particularly adapted to the 
transport of cows, the sides of which 
carry banners with the firm’s name in 
large letters and the slogan “We ac- 
cept Anything of Value”. From time 
(Please turn to page 49) 
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‘MR. DEALER . 2 i. 
. HERE IS MY ANSWER! : 


gp wae VERAL weeks ago Mr. 
¥ Ne “ 

: SSP Herring sat in my office 
(AGS in Buffalo, and after two 


hours in personal conference with me, ex- 





claimed, “‘Mr. Potter, you must get that 
But I told 


him then, and I will tell you now ... it 


story across to our readers.”’ 


cannot be done in an advertisement. 


When every refrigerator manufac- 
turer shouts in his advertisements to the 
trade that he has the real answer to profits 
—how much weight will any dealer place 
on new claims to profits? 


When every manufacturer claims 
his product is different and best—of what 
use would it be to add a new page repeat- 
ing such claims? 


During my nine years experience 
with the Potter Refrigerator, I have watch- 
ed many come with a blare of trumpets, 
have their short day and depart. Most 
dealers have observed this, also. There- 
fore, to me it is sheer futility to attempt 
to put our unusual story into an advertise- 
ment. Making advertising claims, no mat- 
ter how true, that are neither understood 
nor believed by the dealer seems to me to 
be the wrong way to go about it. 

If, in the past, a dealer has had actual 
and profitable experience in direct selling, 
and is not thinking in terms of “store 
keeping” . . . in two hours per- 
sonal contact, I can show him, 
as I showed Mr. Herring, that 
our 1935 Sales Program is the 
first real answer to big profits 
for the dealer that the industry 
has seen in several years. 
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Let me or one of my representatives 
sit down with a man who knows how to 
handle a sales crew, and I can show him a 
direct selling plan that is literally auto- 
matic in its functioning, a plan which will 
net from $5,000 to $30,000 per year for 
the dealer, according to the size of the 
particular territory. 


I can show him a product so different 
in its appeal to the prospect that no one 
can trade, chisel, nor divert the sale in any 
way. In personal contact, I can show him 
a sales plan, three years in the making . 
every part field-tested, that is destined to 
be the most startling producer of direct 
selling profits known to the industry since 
it started. But I cannot show him in an 
advertisement. 


Therefore, I merely say this: if you, 
Mr. Dealer, know anything whatsoever of 
refrigeration — if you have financial re- 
sponsibility and a reputation for integrity 
in your community — and if you are an 
organizer — write me personally, and let’s 


have a showdown. 


If you are beginning to wonder 
whether refrigeration can really be made 
to pay, again I say, let’s have a showdown. 

If you are beginning to doubt that an 
exclusive franchise, guaranteeing com- 
plete control of territory can be had — 

once more — let’s have a show- 
down. 








POTTER REFRIGERATOR CORPORATION 


BUFFALO, N.Y. 
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NLOSE coordination of merchan 

JA dising selling methods with those 
of the specialty field this year has sent 
to record levels in sales the electric 
refrigerator business of Strawbridge 
and Clothier, sixty seven year old 
Philadelphia department store. 

In five years of activity in the re- 
frigeration field, the store has built 
this department into one of its most 
active and profitable appliance sec- 
tions. 

Dignified in appearance and sales 
promotional effort, the concern ad- 
heres to the policies for operation laid 
down by its founders, and sons of 
the original owners now actively di- 
recting the property. From a rather 
rigid following of dry goods and 
clothing, the organization gradually 
branched into other fields which took 
it into major household appliances. 
This, in turn, caused addition of re- 
frigeration along about 1929 with 
fourteen makes sharing honors, none 
accomplishing much in the way of 
prominence. 

Two years ago when P. L. Rich- 
ards, a construction engineer who 
found himself in an era of no con- 
struction, took over the management 
of the major appliance division, the 
refrigeration line was trimmed to six 
makes of mechanical refrigerators, 
with Frigidaire featured as the lead- 
ing line. 

This change in refrigerator mer- 
chandising activities has sent the busi- 
ness of this section rocketing, with 
Frigidaire obtaining 41 per cent of 
the overall business and showing a 
gain for 1934 of 170 per cent over 
the sales for this one make in 1933. 

“We follow as far as possible with- 
in store policies, the national selling 
and advertising campaigns designed 
by the manufacturer,’ Mr. Richards 
said. “In addition, we conceive our 
own Campaigns that fit more closely 
with store-wide selling activities. We 
promote our tetrigeration section in 
the daily newspapers and twice a year 
stage a refrigeration show that feat- 
ures the various reasons for mechani- 
cal food preservation, but does not 
go into the fanfare of vaudeville acts 
and lavish decorations. These shows 
are just parades of refrigerators, noth- 
ing more. In one week in the last one, 
we drew to the display 4,000 persons. 
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“Our refrigeration sales force works 
on commission exclusively and is made 
up of twenty-five men in the spring 
and summer, from eight to twelve 
men in the winter months. These 
men are assigned to the main store 
and to the branch stores in Ardmore 
and Jenkinstown. The men make 
good money, one averaging as much 
as $4,000 a year, most of them earn- 
ing during the spring and summer 
selling season $100 or more per week. 

“These men alternate on the floor 
and on canvassing duty, since we be- 
lieve a major part of refrigeration 
selling is the cultivating of preferred 
charge account customers to the point 
where they add refrigeration to their 


“The store recently installed an air 
and closing room.” 














“Webelievea major part 
of refrigeration selling 
is the cultivation of pre- 


ferred charge accounts.” 
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Strawbridge & Clothier in- 
creased refrigeration sales 


70 per cent...65 per cent 


from outside selling 


GaLLOwaY 





household equipment. Approximately 
sixty-five per cent of our total refrig- 
eration business is closed outside of 
the store and is the result of canvass- 
ing of preferred accounts or the fol- 
low-up on prospects whose names have 
been obtained on the floors of the 
main and branch stores. 

“The fact that we canvass prefer- 
red customers assures us of a low 
credit turndown figure and a low 
repossession total. It means that the 
sales stick and the commissions paid 
salesmen are permanent. Because of 
this system, it is safe to say that of 
all our salesmen, only about two fail 
to make a good living.” 

The refrigeration staff works un- 
der a supervisor, J. L. Siegenfuss, 
who reports directly to Mr. Richards 
and keeps things moving in the store. 

The store recently installed an air 
conditioned demonstration and closing 
room in one corner of the major 
appliance floor to which prospects for 
household refrigeration or air condi- 
tioning are taken. This room, only 
one of its kind in Philadelphia de- 
partment stores, is furnished modern- 
istically and has a three-quarter ton 
capacity self-contained Frigidaire unit. 

Mr. Richards explained that he es- 
tablished this display as a test to de- 
termine how a department store fits 
into the sale of air conditioning units 
for home uses. 
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Harry Peterson keeps his oil burner out on 
the floor. The demonstration fascinates peo- 


ple, he says. 


Service Work Gives Him 


a Toe Hold Against Mail 


Order Competition 


HE man who said he felt good 

enough to go wildcat hunting 
with a buggy whip might be Harry 
Peterson. For Harry has got to feel 
that way. 

When he looks out the door on 
Wisconsin Dells, a mid-Wisconsin 
summer resort town of 1,489, he is 
faced by the big city price competition 
that comes with tourists, by mail or- 
der competition by the offerings of 
Baraboo merchants down Route 12 
a whipstitch, and the pressure of three 
local hardware stores and another 
electric shop. 

How he has survived all this and 
the depression might be summed up 
in an adaptation of a famous slogan: 
“When Nature won't, Peterson will.” 


No depression on repair work 


When a battery radio set goes on 
the hummer out the road a piece, it’s 
Harry Peterson who wraps his wind- 
breaker about him and drives out. 
When the leaves turn red in autumn 
and it’s about time to start the oil 
burner, it’s Harry Peterson who peers 
into furnaces and tunes them up for 
$3 a copy. In fact, whenever nature 
decrees a breakdown of any type of 
appliance and won’t go further, Har- 
ry Peterson steps in. 

“I’ve discovered that there has been 


Farmers like to talk on 
the telephone. Their radios 
are old as Methuselah. 
What's the logical action? 


no depression in the service business,” 
he says. “Furthermore, when I dis- 
cover a prospect contemplating a 
brand far beneath my price, I’ve 
learned that it scares him if I shake 
a finger under his nose and inquire 
who’s going to look after his bargain 
baby when he gets it. New business 
is a by-product of service as sure as 
a rainbow comes after a rain, and it’s 
something too few figure in.” 

A third of the radio sales made by 
the Electric Store are battery sets to 
farmers. Butter and egg money buy 
them, half for cash and the balance 
on a $10 down.payment. The average 
sale is $49.50 with $8.50 for batteries. 
Peterson installs them himself, not 
trusting the farmers with the job 
after a sad experience of an aerial tied 
to a tree. Ninety days guarantee goes 
with each sale and Harry Peterson 
has a way of popping in long after 
to see how they work and incidental]; 


gather leads. About a tenth of his 
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radio sales (Philco) are for automo- 
biles. He allows $3 for old sets on 
trade-ins. 


Stokers—oil burners 


The Electric Store sells Fairbanks 
Morse stokers and Wayne oil burners 
to the natives who remain over win- 
ter. Both popular models go for $285, 
and leads come from radio service 
calls. 

Harry Peterson shares his space 
with Davidson Bennett, a jeweler. 
He is out much of the time anyway 
and this arrangement is satisfactory. 

The Electric Store carries as its 
“depression proof’’ stock ABC wash- 
ers, and ironers, Hot Point applianc- 
es, Philco radios and GE vacuum 
cleaners, in addition to Wayne oil 
burners and Fairbanks Morse coal 
stokers. 

“One more thing does well,” con- 
cluded Mr. Peterson, “heating ele- 
ments for electric stoves. We have 
a lot of ranges in this community. I 
sold fourteen in September.” 


— 


Battery radios today are a far cry from the complicated wire babies 
of yesterday. They plug in like irons. This is news to farmers. 


PAGE 25 








F. H. SCHNELL, chief short wave 


engineer, protects baby as baby protects 
how Grunow protects health. 





MISS EVELYN HOUSTON, secre- 
tary to Vice president H. C. BONFIG, 
shows the world the Grunow cavalcade 


of products. She holds his first —a 
cigar lighter—his first loud speaker— 
as she sits on his latest, a refrigerator. 


G. E. Sponsors 
Architectural 
Contest 


C YOPERATING with the Fed- 
eral Housing Administration 
and to stimulate interest in small 
home building, Gerard Swope, Presi- 
dent of the General Electric Com- 
pany, today announced that his com- 
pany will sponsor a national competi- 
tion beginning January 1, 1935, 
among architects for designs of small 
homes that will provide the utmost in 
modern convenience and livability. 

A total of 54 prizes, aggregating 
$21,000, will be offered to architects 
and designers. It will be possible for 
one architect to win awards amount- 
ing to $5,000. Demonstration homes 
will later be constructed in various 
parts of the country. 


PAGE 26 
























Photo's flash catches Advertising 
Director DUANE WANAMAK. 
ER (left to right) in window, 
Sales manager H. C. BONFIG 
with coffee cup in midair, Presi- 
dent WILLIAM C. GRUNOW 
flourishing a Chesterfield as he 
talks to Directors GEORGE H 
BALL and A. G. MESSICK. Pic- 
tures all from recent Grunow dis- 
tributors convention. 


“This competition will enable the 
public to get a new vision of what 
an inexpensive home can be like in 
this new era of our national develop- 
ment,” Mr. Swope said. “Science has 
made great strides in home electrifi- 
cation even through the depression 
years. There is no longer any need 
for the homemaker to tire herself out 
with household labor. Mpst of it can 
be done more simply, efficiently, and 
less expensively by electrical servants. 
Washing, ironing, sweeping, cooking, 
and washing the dishes, can be done 
electrically at little cost. Great im- 
provements have taken place in home 
lighting. The toilsome, troublesome 
heating problem has been solved, and 
air conditioning has arrived to make 
the home healthier, cleaner, more 
comfortable the year around. 

“All of the new advances in the 
art of living should be made available 
to everybody, and we are confident the 
architects of the country will be able 
to show in their designs just how 
this is to be done in the small homes.” 

The project has been approved by 
the Federal Housmg Administration 
and the Bureau of Homes Economics 
of the U. S. Department of Agricul- 
ture, the American Institute of Ar- 
chitects, and the National Associa- 
tion of Real Estate Boards will co- 
operate in its conduct. J. F. Quinlan, 
General Electric Company, New 
York, has been named as director of 
the competition, with Kenneth K. 
Stowell, Editor of the Architectural 
Forum, as professional advisor. 


T was a sprightly and informative 
performance that the Norge Cor- 

poration brought to the stage of the 
Player’s Club in Detroit during the 
second week in December, when they 
entertained distributors from various 
parts of the country. 

Taking its cue pretty largely from 
the “mass selling’ technique which 
Norge is introducing in the field, 
distributors were treated to the cus- 
tomary review of the company’s prod- 
ucts for 1935, presented by Howard 
Blood, Norge president; to a sum- 
mary of their achievements in 1934 
and a fighting prophecy for future 
business presented by vice president 
John H. Knapp; and to a thorough- 
going presentation of the advertising 
and promotional plans given by A. W. 
Seiler, president of Cramer-Krasselt 
Company, advertising counsel of Mil- 
waukee. 

And if the weight of statistics, sur- 
veys, engineering data and plain talk- 
ing were a somewhat dubious “enter- 
tainment” for the customers, then at 
least it can be said—and this is rare— 
that it was presented about as pain- 
lessly as affairs of this kind can pos- 
sibly be. 

This particular drama _ reviewer 
has had occasion to attend many per- 
formances at company conventions. 


Norge Distributors Meet 











































He can testify that it is a difficult 
task on the second day to round up 
the usual number of customers. But 
when there is such effortless selling 
as was exhibited in advertising mana- 
ger James A. Sterling’s play, “The 
Freedom of the ‘Shes’; when that 
same gentleman did such a gracious 
job as master of ceremonies despite an 
impending operation; when singers, 
xylophone players and the antics of 
radio and stage stars contributed in 
such measure to get a story across, 
then you have some explanation why 
the three-day meetings played to ca- 
pacity audiences. 

And while we are giving the Norge 
show three stars let us remember that 
the customers can go to the theatre 
any time of their own free choice They 
go to the manufacturer’s conventions 
because it is part of their job to know 
the plans and the progress of the com- 
pany they represent in distant areas. 
They go in anticipation of work—ex- 
cept for those evenings when the fin- 
ish of the day’s business leaves them 
freedom to renew friendships over a 
bottle. But when the very business 
they have to attend makes some cheer- 
ful effort to keep them alert and 
amused, then they take away a re- 
doubled interest in their own job. 


And that is what Norge did. 


“aia 


E. A. EDKINS talking to GARDNER S. HOWLAND (right). 








O. S. Tyson and Company, Inc. 


Maxwell Hardware Co., Berkeley, Cal., won first prize in a window display 
contest sponsored by the Bond Electric Corporation recently. The judges, 
below, were HOWARD W. MATEER, Manager of “Electrical Merchandis- 
ing’; GEORGE H. GRIFFITHS, General Manager of “Hardware Age”; 
HOWARD STEPHENSON, Editor of “American Druggist”; CHARLES 
J. HEALE, Editor of “Hardware Age”; FAY KEYLER, Advertising Man- 
ager of Bond Electric Corporation; and W. L. TOWNE, Vice President of 








Edkins Resigns 


RNEST A. EDKINS is free at 
last to resume the travels which 
he planned in 1893. On December 31 
he stepped from the manager's chair 
of the world’s first electric shop, a 
business which he helped to create, a 
job which he held for 41 years. Chi- 
cago’s Commonwealth Edison Com- 
pany gave him an easy chair and E. 
J. Doyle offered a toast at the Palmer 
House dinner of “lots of luck, lots of 
golf and lots of contentment.” 
Forty-one years ago he took a job 
with the Chicago Edison Company 
to earn money for a trip to China. 
A newspaper reporter on the old New 
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Howard Blood, Norge president, Al. Sherman, De- 
troit Vapor Stove vice president, Spencer Cormick 
and P. A. Seaton, of B.T. Crump Co. 


Manager, poses with Norge distributors from abroad. 
At the extreme right, R. W. Gifford, Norge Export 


Left to right: Herbert Morley, Engineering Dept., 
Norge; Jack Tenney, field manager; B. H. Spinney 
and G. H. Waddell, Springfield and Boston dis- 
tributors. 


A group of Norge home economists. Left to right: 
Louise Edmondson, Ruth Graham, Kay Sizer, Betty 
Appel, director, Patricia Van Alstyne and Lillian 
Merson. 


Howard E. Blood, presi- 
dent, Norge Corp., in an 
expansive mood. 


John H. Knapp, vice pres- 
ident in charge of sales, 
was all seriousness in his 
speeches. 


J. Grinnell, vice president, 
Grinnell Bros., Michigan 
dealers, and George 
Tobias, general manager, 
Radio Distributing Co. 


P. E. Densmore, western 
sales manager Norge Corp. 
Cheer leader at Norge 
distributor conventions. 


Distributors 
at Detroit 


Norge Corporation men hold 


John H. “Hard - Boiled 
Johnny” Knapp, vice pres- 
ident in charge of sales for 
the Norge Corporation. 


James A. Sterling, adver- 
tising and merchandising 
manager for Norge Cor- 
poration, acted as master 
of ceremonies. 


French Nestor, Norge 
Florida distributor, has 
reason to smile — he just 
won the President's Cup 
for 1934. 


David M. Trilling, Phila- 
delphia distributor, arriv- 
ing at the Player’s Club 
for the convention. 


C. D. Donovan, Norge vp in charge of manufactur- 
ing, Walt Seiler, president, Cramer-Krasselt and 
C. E. Smith, general manager, Detroit Vapor Stove 
Co., Borg-Warner subsidiary. 


A. W. Seiler, president, Cramer-Krasselt Co. (left) 
talks over plans with his associates, Corey Fande 
and G. E. Stedman. 


Left to right: Al Hammers, sales manager, B & O 
Distributing Co., Newark; David Finn, record- 
breaking New England wholesalesman; Jerry Sted- 
man, C-K Co.; and Treth Maloney, sales manager, 
Boston Equipment Co., 





Left to right: Cal Zamaiski, Baltimore, R. E. Dens- 
more, field man; C. D. Donovan, Norge vice-presi- 
dent in charge of manufacturing; and J. A. Taylor, 
Milwaukee distributor. 


And here’s four of the 
home economists dish- 
ing up grub for the 
is: Kay Sizer, Lil- 
Merson, Louise 
Edmondson and Pat 
Van Alstyne. 


candid camera shots 


by Laurence Wray 





a December convention and get a flying start on 1935 busine 











. The DEALER 


§ cannot escape Mitr P x '@) 


Face them as a merchant 


says 


G. E. Stedman 


in the first of a new series 
of business building articles 


EXT to my grand-dad's farm 
in Livingstone County, Michi- 
ye gan, lived old Zeke Fry, a 
farmer with a lot of land that he con- 
tinuously atempted to clear. He had 
more stumps and slashings than could 
be found on any other 150 acres out- 
side of the great virgin west. And 
Zeke loved to dynamite! 

Year after year, as a sort of throw- 
back to the fun of his boyhood July 
4th days, particularly in the fall of 
the year, he could be seen trekking out 
with an armload of dynamite, thor- 
oughly determined to uproot a few 
more stumps, clear a little more land, 
grow a little more corn the next year. 
But dynamite is dangerous. Zeke han- 
dled it too carelessly, even though he 
ought to have known its explosive 
qualities. 

Came the day, as they say in the 
movies, when Zeke hied himself out 
with the customary armload, tripped 
over something, achieved a percussion 
as the dynamite hit a stone—and now 
Zeke is no more. He meant well, but 
he tripped! 

There are plenty of salesmen and 
plenty of dealers (damn the word) 
who are like that. They have power- 
ful forces at their command. If they 
use them right, they can uproot any 
sales resistance. But they use them 
wrong, and in the pitiless competition 
that is now going on, they explode. 
Merchandising methods are like dyna- 
mite. We can draw a lesson from old 
Zeke. No matter how well-meaning 
you are, take care you do not trip! 

To get next to the prospect is the 
retail salesmen’s happy privilege. So, 
in that year of 1934 now faded, I 
atempted in 11 articles to set up cer- 
tain practical sugestions that would 
marvelously any salesman’s 
efficiency; provided he had the ambi 
tion to put them to work. The fact 
that so many salesmen wrote me per 
sonally alone to the re- 
markable dominance of ELECTRI- 
CAL MERCHANDISING, but as 
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increase 


testifies not 


well, to the fact that all of us in the 
appliance industries are studying to 
improve ourselves as never before. Al- 
though organizations throughout the 
country are atempting to aggrandize 
this new selling interest, | am sure that 
within the scope of these 11 subjects 
of 1934 any salesman can find those 
practical things which are most im- 
portant in lifting his performance im- 
mediately. So I stopped there. 

But back of the salesman who gets 
closest to the prospect is his dealer, 
through whose viewpoint, policies and 
methods he is able to forge ahead or 
fail. A lot of dealers aren’t getting 
much of anywhere because of the poor 
tactics of the salesmen who represent 
them. On the other hand, a lot of 
salesmen are unable to produce, even 
though they have the inherent ability, 
because of the poor tactics of the deal- 
ers they represent. In other words, 
gentlemen, dealer practices are as im- 
portant to the delivery of satisfied 
appliance ownership as is the salesman 
himself. So what could be more fitting 
than to attempt to be of he same help 
to electrical appliance dealers in 1935 
as I tried to be to salesmen in the 
ELECTRICAL MERCHANDIS- 
ING aarticles of 1934. 

I have been talking about specialty 
dealers and | hate the word. There is 
something about it that suggests a 
“deal” and that is the merchandising 
error that has placed the industry in 
most trouble during the past few 
years. The “come-on”, the “spiff”, the 
“loss leader’’ and many other forms 
of shady dealer practice have caused 
all embarrassment—even the customer. 

I think the day of “dealers” is pass- 
ing. The thing that is most needed 
during the glorious decade ahead is 
merchants. There is a vital difference 
between the two. If you permit your- 
self still to be called a dealer, you 
ought to be ashamed of yourself. It 
shows that you are either old fashion- 
ed or shady. 

As an old-fashioned dealer, you still 





rely on having the public call volun- 
tarily at your store. Your only con- 
cern is to warehouse the stock which 
most of the public, uninformed and 
apt to judge wrong, may call for. 
You sit back in a shoddy establish- 
ment, surrounded by almanacs and a 
roll-top desk in the back of your store, 
and slowly pine away. Your shelves 
are loaded with all manner of mer- 


chandise, stocked at a weak moment 
when you let some salesman fool you 
about an advertising campaign that 
never ran or, having received a call 
for a certain number from someone 
who miraculously happened into your 
store, you ordered a quarter dozen 
and are now stuck with the other two. 

If shady and tricky, you still are 
a Barnum disciple, and believe that 
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you can fool most of the people some 
of the time with ficticious $250 mark- 
ups that you have found in some be- 
nign way can be reduced to $98, even 
though the world knows you cannot 
exist without making a profit. 

I wish I had space to discuss all of 
the vestigial peculiarities that prove 
a dealer. They are countless. It may 
be fly specks on his display case. It 


MS 


ADVERTISING 


may be Memorial day display cards 
still in his windows on August 10th. 
It may be shelves obstacled by count- 
ers so that a store caller cannot see 
or handle the merchandise. It may be 
the lack of talking signs or an appeal 
to the senses. It may be a store so 
dark as to make a woman shudder. 
Or it may be some unbelievable bar- 
gain like “For Today Only” display- 
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ed in a window that hasn't been clean- 
ed for six months. Sometimes it is a 
store that continues to maintain clerks, 
rather than salesmen. They let the 
customer stand around while they dis- 
cuss last year’s fishing trip. Often it 
is a store that puts on a gaudy show 
which challenges confidence. A// the 
dealers in the world aren't old-timers; 
some of them are two-timers! 


Illustration 
by 


Lazarnick 


The question to ask yourself, first 
of all ‘Is there anything about me, about 
my establishment, about my personnel 
that looks like a dealer?” If there is, 
get rid of it. The smart thing to do 
is to become a merchant—and fast! 

That may mean a new store front, 
new lighting arrangements, new inte- 
rior decorations, new staff, new letter- 
heads; anything that will enhance the 
confidence of your neighborhood in 
you and in your intention to stay in 
business. 

Remember this, at the outset, your 
store leaves a certain impression—posi- 
tive or negative. To you, it may be 
the lovable old stand at which you 
have done business for these many 
years. To the public, it may be a 
pain in the neck; compared to the 
magnetic arrangement of the new 
competitive store down the street. 

There is something about the looks 
of your store that gives the public 
confidence. Dirt and __ slovenliness 
won't produce it. Smart looks, based 
upon the sham of papiere mache won’t 
do it. Salesmen who act stodgy won't 
do it. Gyp offers won't do it. But all 
of those elements that go to make 
up the personality of your store—if 
they reflect that you consider yourself 
a public servant, interested in render- 
ing a happy service to the neighbor- 
hood—they will do it. 

A merchant is interested in selling 
as a lifetime profession. He is proud of 
it. He is honest and straightforward. 
He is interlocutor between a basic 
need and a better answer; a minister 
to the burdened, an alleviator of dis- 
comfort, a mitigator of annoyance. 
And he has one religion—to make 
people happier. In fact, he is so evan- 
gelized that he is constantly discon- 
tented with his inability to reach more 
people and tell them the good tidings 
of some better way to live. That’s a 
merchant! And because he serves most 
he profits best! 

Quit calling yourself a dealer from 

this day forward! Frown upon the 
manufacturer or distributor who dares 
to insult you with the name of dealer. 
That was an honorable name that fit- 
ted a seller’s market that has past, 
but it has now gathered disrepute. 
The new name for yourself is — a 
merchant. 
What is even greater, an appliance 
merchant. Hold your head high in 
the air! Insist that all give you the 
honor that is your due because earn- 
estly, constantly, permanently and 
deeply you are interested in but one 
thing—to introduce the public to some 
happier, easier, more joyous way to 
live. And that calls for an entire revo- 
lution of your store, your viewpoint, 
your methods, your personnel and 
your practice. 

In this series of articles upon which 
I now start, I am not interested in 
dealers. I hope the class is sloughed 
off in the terrific competiton that is 
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OFFERS AN AMAZING 


NEW REFRIGERATOR DEAL 


OR 1935! 


want a share of the profits read the high spots of Hotpoint’s New a complete line of models to meet all sales requirements. 
Refrigerator Deal for the New Year, then return the coupon for Easy time payment extension plan makes it possible to 
complete details! — “pay as you sell.” 24 hour deliveries from nearby ware- 
house cut down stock requirements, quicken turnover, 
hasten net profits. 


lus... 


public acceptance of the “Hotpoint” name—beautifully 





@ 1934 was a big year for Hotpoint refrigerator dealers. Sales increased New Dealer Display Finance Plan. For an amazingly small 
347% over 1933. There's going to be another big increase in 1935. If you * investment the Hotpoint refrigerator dealer can display 


New models that COMPLETE the line. Now Hotpoint 
offers a 100% complete range of models to meet every 
requirement —including the new 2-door 12 cu. ft. and 
15 cu. ft. sizes for larger families; and for commercial 
installations in restaurants, food stores; etc. 


etc. Holds a surprising amount of food. Freezes 20 large 
ice cubes. Hermetically sealed mechanism. All-steel cabinet. 


New Hotpoint Super-Service Mechanism. Reciprocating 


styled models with all-steel cabinets and all the proved 
convenience features that appeal to women — sales pro- 
motion plans that “click”—handsome window displays 
and store advertising material — cooperative newspaper 
advertising. Get all the facts! Send the coupon today. 





type motor, developed by world’s leading refrigeration 
engineers. Built for years of continuous trouble-free 
service at low operating cost. Has ample reserve capacity 
for peak loads at high room temperatures. Speeds ice 
freezing. Unusually quiet in operation. 


| " 
New Hotpoint Thriftype refrigerator. A great “leader” at 
its sensationally low price and an ideal refrigerator for 
e smaller families of modest circumstances. Excellently 
suited for roadside stands, stores, offices, recreation rooms, 
3 





int Refrigerator Division, 
ee Appliance Sales Bort 4. Chie 
eden EM1, Nela Park, Cleve an i, a 
: Please send details of the Hotpoint refrigera 


No obligatioo implied. 
Name 
| | | / Address 
cy State 
< 
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New Positions of the Month 


—_——— CONTINUED FROM PAGE 17 


Gibson 


R. C. Hill, formerly sales manager 
of Allen-Ingraham, Inc., Westing- 
house distributors in New York City, 
has been appointed manager of the 
dealer division of Sam S. Glauber, 
Inc., distributors of Gibson refrigera- 
tors in New York City. 

Scurlock Kontanerette 

Miss Jeane Adaire, associated with 
the Frigidaire Corporation’s Home 
Economics department for more than 
ten years, has joined the Scurlock 
Kontanerette Corporation, Chicago, 
to be in charge of the Division of 
Consumer Information. Her new 
work will be lecturing and giving ra- 
dio talks on refrigeration and the 
place of the covered receptacle in re- 
frigeration. 


Mutual-Sunset Lamp 


Walter Trittipo, formerly with the 
Ivanhoe Division of the General Elec- 
tric Company, and for the past ten 
years Western Sales Manager for the 
Miller Company, has joined the Mu- 
tual Sunset Lamp Mfg. Company as 
divisional sales manager to assist cen- 
tral stations and dealers on promo- 
tion and sale of lighting. 


Youngstown Pressed Steel 


J. 1. McClelland, formerly of Mar- 
shall Field & Company, Chicago, has 
joined the Youngstown Pressed Steel 
Company, Warren, O., as depart- 
ment store supervisor in charge of re- 
tail merchandising of their new YPS 
cabinet-sink, introduced at the New 
York House Furnishing Show last 
August. The company also manufac- 
tures enameled washing machine tubs 
and pressed steel parts of electric ap- 
pliances. 





Westinghouse 

Irving W. Clark, authority on elec- 
tric kitchens, has been appointed field 
manager of the Kitchen Planning Ser- 
vice of the Westinghouse Electric & 
Mfg. Company, according to Reese 
Mills, manager of the Range & Water 
Heater Department. 

Previous to his appointment to 
Westinghouse, Mr. Clark was with 
the Hartford Electric Light Compa- 
ny, in the capacity of kitchen spe- 
cialist. 

American Standards 

Howard Coonley, president of the 
Walworth Company, was re-elected 
president of the American Standards 
Association for 1935. F. M. Farmer, 
Electrical Testing Laboratories, was 
re-elected vice chairman. ~ 

NEMA 

R. Bourke Corcoran, formerly man- 
ager of the Electrical Association of 
Chicago, has been appointed director 
of the National Electrical Manufac- 
turers Association’s General Service 
Department. He succeeds John J. 
Gibson, resigned. 

Colorado Electric League 


E. E. Brazier, manager of the Den- 
ver office of the General Electric Sup- 
ply Corporation, was elected president 
of the Electrical League of Colorado 
at their annual meeting. Dean C. 
Clark of the local telephone company 
was elected Treasurer and O. L. 
Mackall, assistant secretary of the 
Public Service Company of Colorado 
was elected secretary. 
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Good News 


For Dealers who 
Find it Difficult 
to Finance a 

Profitable Volume 
of Washer Sales... 


Through no fault of their own, but due to the 
tightening of bank credit, a great many good 
washer dealers find that their greatest problem 
today is to obtain money to carry an adequate 
stock of good washers and to finance a satisfac- 
tory volume of retail installment sales. The One 
Minute Washer Company now offer a complete 
financing plan, which includes an up-to-date, 
satisfactory, workable floor plan which finances 
dealers One Minute Washer stock purchases and 
follows through with a complete, low cost, retail 
sales financing plan. The plan provides for the 
complete financing needs of the dealer in all 
transactions from the dealer’s One Minute Floor 
Plan purchase until the One Minute Washer user 
makes the final payment. This plan is a part of 
our 1935 program for cooperating with dealers in 
marketing the 


FINEST AND MOST APPEALING LINE OF 


Gne Winule. 


QUALITY WASHERS EVER BUILT 


by this 35 year old company, The line includes a price 
range that exactly fits today’s market requirements. It 
is headed by the new De Luxe model No. 270, with the 
exclusive One Minute full aluminum, leverless, self-ad- 
justing wringer. Full capacity double water action, 
porcelain enamel tub, balloon roll wringers, fast washing 
bottom agitators, quiet enclosed dependable gear assem- 
bly, and convenient outside control are standard One 

Minute features. 


The One Minute Line with follow-through 
financing plan is available to only a few selected 
dealers in each community. You will be inter- 
ested in learning details so— 


Clip the Coupon and Mail it Now! 
ONE MINUTE WASHER CO. 


ROOM 135, BERGMAN BUILDING 


« NEWTON, IOWA, U.S.A. » 


ow 








Adare 


now offers z47)| 








































MODEL 270 
The De Luxe 
model with exchy- 
self - adjusting 
wringer... 1935's 


MODEL 150¢ 
A popular priced 
model. Also avail- 


MODEL 1908 
The famous mod- 
el for newspaper 
advertising and 
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HERES A 
HUNCH ! 


LISTEN, Mister, this Better Light- 
Better Sight idea is just about the great- 
est thing that’s ever hit the lighting in- 
dustry ... It’s a natural from the word 
“Go”! And it’s going to give you a better 
break to sell more G. E. Mazpa lam 
than any other sales promotion plan in the 
history of lighting. Pook what's happen- 
ing right now: 





it’s A “NATURAL” 





£8,325.000 orders received for the 


Lighting Tape Measure within one month 
after it was announced. Right now print- 
ing presses are grinding out their 2,250,- 
00th! ... That means just one thing... 
The public is taking an active interest in 
lighting that’s far and beyond the wildest 
dreams of those-who started the Better 
Light—Better Sight idea. Doesn't that spell 
lamp sales in your language! 


Approximately 8400 people attended the 
54 lighting schools staged by General Elec- 
tric’s traveling Lighting Sales Institute in 
the past three months! Multiply that 8400 
by the number of lamp customers who 
will hear the Better Light—Better Sight 
story in the next few months. You'll have 
that many more reasons for selling G. E. 
MAZDA lamps! 


Nearly 35,000 people directly interested 
in lighting have heard Better Light-Better 
Sight talks conducted by the G. E. Light- 
ing Sales Institute... — 


Uncounted thousands have heard radio 


broadcasts dramatizing and telling about 
Better Light—Better Sight... 


MORE SALES OF @ MAZDA 





All of this activity has barely started... 
There's an avalanche of CG. E. Mazpa 
sales for the asking...And you can get 
your share and more! HOW ? 


You’re asking us? 
And we're telling Za 


youl... 






Write the sales Promo- 
tion Department, Gen- 
eral Electric Co., Nela 
Park, Cleveland, Ohio, 
and tell us you want‘ 
the 20-page booklet, “The New Story of 
Seeing”. It’s Free! And it gives you valu- 
able information that will help you cash 
in on the Better Light—Better Sight idea 
without additional cost to you. 


Sales Promotion Department, 166 

General Electric Co., Nela Park, Cleveland, O 
Crentemen 

Please send me free of charge your booklet, “ The 
New Story of Seeing 


Name 
Name of Company 
Address 
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Sham is one of the finest lamps money 
can buy. Each year more people buy 
MAZDA temps bearing this trade mark 
$ then any other brand. It’s widely ad- 
vertised. How can you afford not to sell it? 


GENERAL &@ ELECTRIC 


MAZDA LAMPS 





JANUARY, 1935—ELECTRICAL MERCHANDISING 











E mentioned last month the be- 

ginning of Boston Edison’s 
electric range campaign (Detroit 
Star) in which the company started 
an attempt to popularize electric cook- 
ery by competing, on a direct price 
basis, with gas cooking. The range 
was sold for $79.50 with a $10 allow- 
ance for trade-in of old cooking equip- 
ment. Despite the fact that the cam- 
paign began November 20, just about 
the time Boston householders were 
thinking more about Christmas gifts 
than new cooking ranges,.the drive 
has shown more than 300 sales to date 
—December 20. 

Terms as low as one dollar a week, 
the possibility of purchase under the 
provisions of the Federal Housing 
Act, free delivery, free installation, 
(with a possible few exceptions due 
to location) and the application of 
the ten dollar turn-in credit as down 
payment, are the outstanding “cus- 
tomer-appeal” features -of the cam- 
paign. é 

The entire activity is conspicuous 
as an example of well conducted mer- 
chandising. A minutely detailed plan 
developed in advance of public presen- 
tation of the sale range has sustained 
the campaign in all of its phases to 
place it in the van of the company’s 
Christmas merchandising program 
without penalizing the normal activ- 
ity along other lines. 

On the eve of the opening gun of 
the campaign, which got under way 
on November 20th with a full page 
advertisement in one of the metro- 
politan Boston newspapers, a sales 
rally attended by the entire merchan- 
dising personnel heard Richard Lin- 
coln, head of the department, outline 
the campaign workings and objectives. 

The offering of the No. 5700 De- 
troit Electric Star, table top range 
equipped with Chromalox open coil 
speed units, was announced at the 
following terms: 








Cash Price — $79.50 
(Installed) 

Allowance - 10.00 
(For old stove) 

Net Sales Price — $69.50 


It was agreed to accept the old 
range as down payment on-a time 
sale. On this basis the terms were 
fixed at $4.00 a month for 19 months, 
the $76.00 total thus including a 
$6.50 carrying charge. Without the 
trade-in, a minimum down payment 
of $5.00 was established with a slight 
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upward revision of the 19th monthly 
payment. 

Sales quotas were fixed throughout 
the company’s service area on the 
basis of past experience. The Boston 
store was assigned a “bogey” of 20% 
of the original sales goal of 200 rang- 
es, with the balance assigned to 21 
districts. After the first week the orig- 
inal quotas were doubled. 

Premiums for salesmen include 
grand prizes of $50.00 and $25.00 
respectively for highest sales total by 
suburban and Boston salesmen. Sec- 
ond and third prizes of $25.00 and 
$15.00 are included for the second 
and third highest total in the subur- 
ban territory which group is also 
stimulated with weekly first and sec- 
ond place premiums of $5.00 and 
$3.00. A special prize of $10.00 will 
be paid to the suburban store clerk 
who turns over the greatest number 
of successful leads (over five). 

In addition to the afore-mentioned 
prizes, special bonuses will be paid on 
range sales as follows: 

To Salesmen: 

For the first 5 sales $2.00 each 
For the second 5 sales 3.00 each 
For all sales over 10 4.00 each 
The above bonuses to be paid on 
personal sales. If sold on a lead, 
one-half the above bonus will be 
paid. 

For the Leads Resulting in Sales: 
First 5 leads 1.00 
Second 5 leads 1.50 
All over 10 leads 2.00 
Inside Salesmen and Clerks: 
First 5 sales $2.00 
Second 5 sales 3.00 
All over 10 sales 4.00 

Special window displays at the 31 
Edison shops throughout the service 
area are being supplemented by electric 
cooking demonstrations by the com- 
pany’s domestic science staff. 

Broadcasts sponsored by the Edison 
Friendly Kitchen over station WEEI 
on Monday, Tuesday, Wednesday 
and Thursday mornings from 11 :00 
to 11:15 A.M. are featuring chats on 
electric cooking. 

Installation work has been accele- 
rated by the transfer of additional 
men to the preparation of specifica- 
tion work which is in the nature of 
a field survey before wiring bids are 
sought from local authorized wiring 
contractors. Today installations are 
being completed within a week of the 
day the sale is closed. 





RICHARD 
LINCOLN 


superintendent of Appli- 
ance Sales, Boston Edison 
Co., looks over their elec- 
tric range sale record. 
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LS 
S WHAT EVERY 
LS S MERCHANT 

—— S SHOULD KNOW 
HE AMERICAN WEEKLY is adver- 
tising dynamite. This Mighty Maga- 
zine takes its power from the fact that it 
/ goes to twice as many buyers a3 any other 
magazine—its biggest force is concen- 
trated in the richest markets where most 
\ iy of the buying is done. If you want action 
in your store—stock and feature products 

~~ 


that have the pressure of the largest 


magazine in the world behind them— 
display them in your windows, on your 


SS counters, in your own advertising. 
PL n} 














The American Weekly 
—what it is 


@ The American Weekly is the largest magazine in the world. It 
is distributed through 17 great Hearst Sunday Newspapers. In 
597 of America’s 995 towns and cities of 10,000 population and 


over, The American Weekly concentrates 67% of its circulation. 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of 
other communities, large and small, regularly buy and read The 


American Weekly. 


cin WEEK LY 


“The National Magazine with Local Influence’”’ 
Main Office: 959 Eighth Avenue, New York City . 














50 Washers 


a month 


Dexter Sales Co. of 
Toledo Concentrate 
on Better Homes 


VERY business requires one peg 

on which to hang its sales. That 

peg must be different from the pegs 

of competitors if a store is to have 
any individuality at all. 

Dexter Sales Company, 709 Adams 
Street, Toledo, Ohio, feature the dou- 
ble tub idea on washing machines 
(Dexter). They sell the better class 
home-owner almost exclusively. For 16 
years the company has been pushing 
double tub sales and although single 
tub washers are handled, more than 
half of washer sales by the company 
are still double tub models. 

“Once we place a double tub in a 
home we know nine times out of ten 
we can make a sale,” R. H. Mun- 
gen, assistant general manager, said. 
“We tell our customers frankly that 
the Dexter washer is one of the high- 
est priced washers on the market. Of 
course we tell them why it is worth 
that much and how it differs from 
other machines. We believe double 
washers can do a better laundry job, 
and because we ourselves are sold on 
the idea we are better able to sell 
them.” 

When the company was first estab- 
lished 16 years ago by J. G. Watson, 
president and general manager, much 
billboard and newspaper advertising 
was used to educate Toledo to the 
two-suds method of washing. Before 
automobiles became prominent Dex- 
ter Sales Co. had a double tub model 
mounted on a side car of a motor- 
cycle and took the machine to every 
section of the city for demonstration. 
Some of the prospects did not buy 
washing machines for years afterward, 
but the original advertising program 
is still remembered in Toledo. And 
of those who bought those early Dex- 
ters 95 per cent have returned to the 
store when they wanted to buy new 
models. 

The company maintains friendly re- 
lations with users by doing a lot of 
little service work without charge. 
Their customers can truthfully say 
that they have never spent a cent on 
washing machine repairs in the 15 or 
16 years they have owned their models. 
In return for free service the custom- 
ers send many prospects to the com- 
pany. 

Dexter Sales Co. went into refrig- 
erator sales three years ago, largely at 
the request of customers they had sold 
washers. At one time they sold as 
high as 35 per cent of Frigidaires sold 
in Toledo. A year ago they trans- 
ferred to Kelvinator and today are 
said to rank second in Kelvinator sales 
in Toledo. The entire foundation for 
refrigeration sales was laid through 
washing machine sales, Mr. Mungen 
said. The company expects to sell 200 
refrigerators this year. They average 
more than 50 washer sales a month. 

Besides washers and refrigerators 
the company sells sweepers (Royal) 
and ironers (Conlon). 
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What was 


HE ads this month naturally 
flowered with Christmas offers. 
Major appliances were played down 
somewhat .. . Department stores felt 
that portable lamps and heating de- 
vices were the best bets for Xmas 
stockings. 
But it was a busy month... 


New York 


Macy’s announced a “Brilliant 
Macy Creation!” A modern, metal 
base lamp with parchment shade and 
a 5-tube AC-DC superhet radio con- 
cealed in the base. The lamp gives 
both direct and indirect light and the 
radio direct and indirect sound diffu- 
sion—quite a combination. We saw 
the working models of the thing in 
Lurelle Guild’s office and the finished 
product looks even better. It sells for 
$49.75 complete. Macy also announc- 
ed, in half page space that they had 
bought 3,600 alabaster portable lamps 
and we're all set to sell em for $4.99. 
Another oddity they featured was an 
electric bridge table which they were 
selling off at $9.97. They had a sale 
of Kelvinators, too at $103—“10 per 
cent less than regular list prices’. 

Bloomingdale’s kept up their active 
promotion of washers and ironers. 
One was a Thor combination selling 
for $69.98 and the other was an un- 
named make selling for the same 
price. Other space went to mixers at 
$9.98, Universal percolators at $3.95, 
Westinghouse toasters at $2.69 and 
a waffle-iron at $3.49. 

Ludwig Baumann stole a march on 
Toastmaster by making up their own 
Hospitality Tray and selling it for 
$3.95 . . . Other items: Mixers at 
$8.95, waffle-irons at $4.95 (Univer- 
sal), Toasters at $2.89 (Universal), 
percolators at $5.94 (Westinghouse ) 
and sandwich toasters at $1.95...A 
wringer washer was offered also at 
$34.50. 

At McCreery’s table appliances 
were also holding sway . . . a line of 
Universal mixers at $13.95, waffle 
irons at $4.95 and toasters at $2.49. 
Sach’s (furniture) featured a Prima 
washer (Countess) and a Prima iron- 
er (Snowwhite) both for $69.95. 
Wanamaker’s gave space to a Hang- 
It-Up lamp at $2.50 and a line of 
table appliances. Allen - Ingraham, 
Westinghouse distributors did some 
Christmas shouting about refrigera- 
tors at $149.50 for the 5% cu.ft. size. 
Stern’s had GE electric clocks, desk 
models at $3.95 and kitchens at $4.95. 
Abraham & Strauss in Brooklyn of- 
fered an Easy washer-wringer-ironer 
combination for $74.50 and a sand- 
wich toaster for $2.98. Loeser space 
went to heating devices. 


Albany | 
The New York Power & Light 


Company took more space on the IES 
Study and Reading Lamp and Adels- 
Loeb tied in with an ad of their own 


as did Standard Furniture . . . Adels- 
Loeb also offered a mixer set for $14 
and an urn set at $9.95. 

W. M. Whitney space went to 
Frigidaire as the ideal Christmas gift 
—“at 10 per cent less than regular 
list prices . . . John G. Myers said 
“Don't Just Wish Her a Merry 
Christmas — Give Her One!” The 
one being an ABC washer selling at 
$119.50 and an ABC ironer at $89- 
50... Other space went to GE re- 
frigerators. 

H. S. Braun advertised the Thor 
electric servant and Thor washers at 
$49.50—$69.50 with ironer . . . West- 
inghouse took space on their food 
mixer and fold-away cabinet and a 
complete line of table appliances, 
similar space running concurrently in 
other cities . . . B. Berinstein had a 
Faultless washer with laundry ensem- 
ble going at $38 and Mixmasters at 
$18.25 ... Fern’s had One Minute 
washers and a 41-piece lunch set sell- 
ing for $44.95 . . . Albany Hard- 
ware & Iron Company featured L & 
H electric ranges from $99.50 to $310, 
Conover dishwashers at $99.50 to 
$350 and Bee-Vac cleaners at $22.75 
to $44.75 . . . Standard Furniture 
plugged Thor washers at $49.50, Hot- 
point electric irons at $4.95, and IES 
reading lamps at $.95 ... F. W. 
Newman & Son advertised Norge . . . 
A. Swire’s Furniture featured Apex 
washers at $39.50 ... Merriam, Inc., 
GE distributors took impressive space 
on dishwashers—‘As Low as $9.50 
Down”. 


Buffalo 


J. N. Adam distributed their space 
with a good deal of impartiality ... 
Items: Hammond electric clocks “37 
to 50 per cent off” went for $1.98 
and $2.98, Maytag washers, Servel 
refrigerators at $139.50 and a line of 
heating appliances. 

Adam, Meldrum & Anderson feat- 
ured clocks, kitchen mixers—Univer- 
sal at $19.50, Hotpoint at $22.50 and 
Hamilton Beach at $21.50 — Frigi- 
daires at $115.50 . . . Victor’s took 
big space on all items. Speed Queen 
washers got the biggest play—a wash- 
er and complete laundry ensemble for 
$39.95 or a Speed Queen washer-iron- 
er combination at $69.95. Simplex 
ironers were advertised, too, at $77.50 
and Norge refrigerators in big space 
at $115 with no down payment and 
a year’s free service. 

Edward's had electric clocks at 
$9.95, toasters at $1.69 and sandwich 
grills at $4.95 ... Wurlitzer featured 
the Mohawk washer at $39.50 and 
Crosley refrigerators at $72.50 up. 
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Special offer was a “Toastwell” hos- 
pitality tray free with every refrig- 
erator . . . Frank W. Wolf, Inc., 
plugged GE refrigerators as Xmas 
gifts . . . Hens & Kelly had Easy 
washers at $59.50 . . . Hengerer’s 
took space on Pin-It-Up lamps at $1 
. . » Norge Main Sales did their bit 
. . . Vanbee’s had.Thor washers at 
$49.50 with ironer $69.50 . . . How- 
ard’s played up percolator sets at $8- 
95... Kobler & Miller had Dayton 
refrigerators at $99.50, Royal Culi- 
naire mixers at $24.50 . . . Kay’s 
Jewelry did a steady, day in and day 
out job, featuring table appliances— 
urn sets at $9.75, chrome sandwich 
toasters at $3.95, toasters at $8.95 
and chrome wafflers at $3.95. 


Baltimore 


Biggest space taker here was the 
Gas & Electric Company. Electrical 
Christmas gifts got the play and, as 
might be expected, table appliances 
and all the smaller gadgets came in 
for the biggest mentions. It would 
take to much space to list all the 
offerings. Suffice to say they included 
toasters, waffle-irons, heat pads, clocks, 
percolators, coffee - makers, mixers, 
heaters, sandwich toasters, sun lamps, 
hair-dryers, irons, fixtures, roasters, 
radio, washers, ironers, IES Study 
lamps, regular portables, refrigerators, 
cleaners and kitchen fixtures. It was 
a noble array of gifts even if it was 
laid out like a Sears Roebuck cata- 
logue. One big ad was devoted entire- 
ly to the IES Study lamp with a 
“See Your Dealer” tag to it. 

Hutzler Bros. announced reduced 
prices on washer-ironer combinations. 
It consisted of an AMC Laundress 
washer (1900) and a Prima ironer 
both for $89.50. Westinghouse refrig- 
erators got a play, too, as did Ham- 
mond clocks . . . Hochschild, Kohn 
advertised Frigidaire 6-ft. boxes at 
$224, Easy ironers at $69.50, West- 
inghouse urn sets at $15.95, Ham- 
mond elecalarms at $4.95, Universal 
hand cleaners at $8.95, Manning- 
Bowman percs at $4.95 and wafflers 
at the same price. 

The May Company had a Christ- 
mas sale of floor sample refrigerators 
—Norge, Westinghouse, Frigidaire at 
fancy prices, Magic Maid mixers at 
$12.95 and a line of table appliances 
. » - Hecht Bros. featured Norge 
Rollator refrigeration and were an- 
other Baltimore store to feature a 
clearance of floor samples of Norge, 
Westinghouse, Frigidaire, M & E, 
Crosley and Leonard refrigerators. 
Prices were from $89.50 to $224. 
In addition, Hecht’s had a mixer at 


eee 
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$5.95 and Maytag washers at $64.50. 

O’Neill’s had Westinghouse food 
mixers at $29.95, ditto refrigerators 
at $199.95 for a seven-foot box... 
Pollack’s plugged Crosley freezers . . . 
Gutman’s stuck to heating devices and 
Levinson & Klein said a Norge was 
the best Xmas gift—as who didn’t? 


Boston ‘ 

Biggest news here, of course, was 
the electric range campaign of the 
Boston Edison Shops, reviewed else- 
where in this issue. It started Novem- 
ber 20 and Boston Edison broke out 
in full pages in the papers to tell the 
people about cooking with electricity. 
Price was the big feature of the offer, 
though. Other Boston Edison offers: 
Proctor irons at $8.95, Hotpoint mix- 
ers at $22.50, Hammond elecalarms 
at $2.59, Nesco roasters at $10.50, 
Eureka cleaners at $39.50 and Hot- 
point urn sets. Other ads featured 
Easy washers at $44.50, Norge boxes 
at $5 down, IES lamps, Mixmasters 
at $21, Toastmaster Hospitality 
Trays at $21 and GE Hotpoint sand- 
wich grills at $9.95. 

R. H. White had Hammond desk 
and boudoir clocks at $3.90 . . . Jor- 
dan Marsh offered Gilbert clocks at 
$2.95 and Filene’s had Hammond 
clocks (calendar alarms) at $5.95... 
Pretty good for the clock business. 
Gilchrist space went to Maytag wash- 
ers and Norge refrigerators .. . 
_ had Faultless washers at $28- 
50 


Kansas City 


Gift suggestions of the Kansas City 
Power & Light Co. were: Sunbeam 
buffet tray, $5.95; Westinghouse re- 
frigerator, 6% cu. ft., $199.50; $5 
down, no more until March; Tele- 
chron alarm clock, $5.95; Manning 
Bowman waffle iron, $4.95 . . . Mace- 
Ryer offered two Apex cleaners for 
$29.95. 


Chicago 


E. A. Edkins, who has seen more 
electric shop Christmases than any of 
them chose the following holiday gift 
suggestions: ABC washer and ironer, 
$5 down; waffle iron, $3.95; Tele- 
chron clock, $19.95; mixers, $21; 
child’s toy size, $2.95; Silex coffee 
maker, $6.95 ; sandwich toaster, $4.95 ; 
Olympic razor blade sharpener, $1; 
Premier cleaner, $1 down; G. E. sun 
lamp, $39.95 . . . General Furniture 
Co. advertised “14 useful household 
articles” with a Barton washer at 
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NEW! A DEPENDABLE (@mpact GASOLINE ENGINE 


The latest development for Washing Machines and other power appliances — a small, compact, 
light weight 4 CYCLE gasoline engine of % horse power rating. 


Starts with a light push of the foot; runs steadily (enclosed mechanical governor); remarkably 
free from vibration; economical beyond expectation; self-oiling; built-in fly-wheel magneto. 
Weighs only 32 pounds. Stands only 9% inches high, 14 inches long, 11% inches wide. 


Its new beauty adds a modern sales appeal to the appliance into which it is built. Its DE- 
PENDABILITY earns fast friends. 


DISTRIBUTORS— DEALERS: Ask the manufacturer of your 


line to give you this added sales advantage. Costs no more. 


Johnson engineers have long experience in the design, appli- 
cation, and operating problems of the small industrial en- 
gine. These engineers are available to any appliance manufac- 
turer who desires to adapt the IRON HORSE to his product. 


/ron Horse 


cA Product of 


Johnson Motor Company 
1810 Pershing Road, Waukegan, Ill. 
Address Iron Horse “Division 
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$39.95 ... incidentally, General builds 
a seven piece ensemble set around a 
lamp . . . Lake Shore Radio & Utili- 
ties Co. broke into print with the G. 
E. Hotpoint washer at $36.75 .. . 
Wieboldt’s gave space to Horton and 
Gainaday washers at $49.50... 
Commonwealth Edison offered a toy 
streamlined train at $21. 





The boys at the Northern States 
Power Company guessed that the fol- 
lowing items were right for Yule 
trade: breakfast service set, $11.95; 
percolator, $5.95; waffle iron, $5.95; 
casserole, $5.50; clock, $9.95; food 
mixer, $21 ; auto engine heater, $7.25; 
sandwich grill, $10.65; hospitality 
tray, $21; study lamp, $6.95... 
Dayton’s had a clever headline about 
Hammond clocks . . . “Tells every- 
thing but your age.” O. F. Stuefer, 
Inc., Norge distributor, and the Cen- 
tral station ran a page on the thought 
of electric refrigerators for Christmas. 





Small appliances came into their ad- 
vertising kingdom in December. It was 
interesting to note what the Des Moi- 
nes Electric Light Co. figured had 
the best sales possibilities for 1934. 
Space featured Hoover cleaners, new, 
$66.50, and rebuilt, $24.95; grills, 
$1.95 ; corn poppers, 78c ; mixers, $18- 
.25; toaster, $1.90; and percolator, 
$1.90. Major appliances given space 
were the Automatic washer, G. E. re- 
frigerator, and Philco, Crosley and G. 
E. radios. The Everhot cooker was 
there at $10, also the coffee maker at 
$5.95, both newcomers to Christmas 
gift circles. 





Blue ribbon of the month for atten- 
tion value goes to the Union Electric 
Light and Power Company I. E. S. 
lamp.adv. headed “Cats can see in the 
dark but children can’t.” Electrical 
dealers and contractors suggested the 
following as gifts: Irons, $2.95 up; 
heating pads, $2.95 up; toasters, $5.95 
up; chafing dishes, $14.95 up; clean- 
ers, $19.85 up; I. E. S. lamps, $5.95 
up; waffle irons, $4.95 up; room heat- 
ers, $5.95 up; radios, $20 up; ranges, 
$69.50 up; curler, $1 up; and clocks, 
$3.95 up. Girls in tights graced the 
Christmas Frigidaire space. Double 
trade-in allowance was offered on all 
class C machines (70% of total) in 
exchange for Eureka cleaners. Elec- 
trical dealers advised housewives to 
take faulty appliances to dealers for 
free examination . . . Sears let loose a 
page blast on the Kenmore washer at 
$44.95. Stix, Baer & Fuller held a 
no-name refrigerator sale . . . Union- 
May-Stern did the same on washers 
. . . buffet food warmers at $45 and 
$27.50 made their appearance .. . 
Norge continued its winter refrigera- 
tor campaign... 10c a day runs your 
electric range, said the electric dealers 
. .. James & Company advertised the 
entire group of G. E. appliances. 


Forty thousand Douglas County cit- 
izens were on relief, and hence not buy- 
ing appliances, the newspapers brought 
out... Norge washers were advertised 
at $59.50 with free floor lamp thrown 





Advertised in December 





in... Sears held a “thriller” sale, 
featuring Hamilton-Beach Food mix- 
ers... “and all through the house not 
a sound was heard from mother’s new 
G. E. washers ($49.50) ran a clever 
Nebraska Power Co. Christmas tie-up 
... egg cookers at $3.95 were offered 
under the signature “See your dealer” 
(big type) or Nebraska Power Com- 
pany (small type) ... Paramount Ra- 
dio Shop held a sale on Thor washers 
at $74.50, $1 a week payments. 





The Electric Company chose as its 
favorite Christmas items the follow- 
ing: waffle iron, $4.95; coffee maker, 
$4.95; clock, 6.75; ironer, $115.10; 
Kelvinator, $157.50; kitchen clock, 
$5.25; corn popper, $2.50; Nesco cas- 
serole, $10.50; curling iron, $2.49; 
percolator, $7.50; hair dryer, $7.95; 
sun lamp, $54.50; Hamilton Beach 
cleaner, $57.50; Hotpoint range. 
$148.50 . . . American Furniture 
Store advertised the Woodrow wash- 
er at $34.95 . . . Gimberls displayed 
Westinghouse refrigerator at $179.50 
. J J. Koepsell Co. held a two 


sale on Barton Washers at $32.45. 





Small appliances came into their 
own in Butte during December. Hen- 
nessy’s offered 6-lb. irons (Westing- 
house) at $5.95, Universal toasters 
at $3.95 and a variety of other selec- 
tions. G.E. washers and ironers and 
G.E. and Sparton radios were also 
suggested as acceptable gifts. Shiner’s 
sold Buckeye refrigerators at $114.50 
and a combination of three lamps, 
table, bridge and floor, for $6.95. The 
Montana Hardware offered $2 for 
your old toaster on the purchase of a 
$9.50 Miracle Automatic. They ad- 
vertised electric trains and Christmas 
tree lights. Symons ended November 
with a clearance of odds and ends at 
half price in which many electrical 
items were included. They also men- 
tioned a U.P. replica train for $6.95. 
The Ellis Paint Company did exten- 
sive advertising of Philco, permitting 
$1 a week payments on a $22.90 
model. The Dreibelbis Music sold 
RCA, also a Voss washer, a set of 
two tubs and a case of soap (list 
$85.25) for $69.50. Baxter advertised 
lamps; Montgomery Ward washers, 
radio and lamps, and the Montana 
Power Company continued with the 
story of the “Eyes of Dicky Dow”, 
offering 1.E.S. approved lamps with 
a free trial in the home. 





Salt Lake City turned its shopping 
district into Santa Claus Lane, the 
governor turning on the switch, while 
a circling airplane addressed the 
crowds by way of a loud speaker, and 
Wheeler and Woolsey dispensed fun. 
A prize was given for the best: dec- 
orated store. During the Christmas 
shopping street cars sold round trip 
tickets for the price of a one way fare, 
down in the morning, back in the 
afternoon. Advertising was too ex- 
tensive to do more than mention a 
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few highlights. The Utah Power and 
Light led with Better Light educa- 
tion and added Hotpoint ranges, 
water heating, Eurekas and radio. 
They run a radio hour Tues. and 
Thurs. at 7 p.m. Auerbach—extensive 
advertising of small appliances, mostly 
of unmentioned make. Universal grid- 
dles sold for $4.95, Westinghouse pads 
for $3.50, etc. Kelvinators sold on the 
meterator plan, Hoover ads made 
much of the aromador. “Another car- 
load” of XL washers sold during 3 
days at $39.50, ironers at $42.95. 
Axelrad sold lamps. The ZMCI, 
washing machines at $39.50, also 
ABC’s at $59.50 (reg. $82.50). Ten 
piece hostess sets went for $6.95, 
lamps and small appliances at various 
prices. A radio close-out late in Nov- 
ember offered $122.50 models at 
$49.50. Keith-O’ Brien—radio, lamps, 
Westinghouse small appliances. Din- 
woodey—lamps. The Paris Company 
announced their appointment as ex- 
clusive Frigidaire dealers. They are 
continuing their Sunshine Room on 
the second floor (Mary Sunshine in 
charge) where sunlamp treatments are 
enjoyed free. Five sunlamps given 
away as prizes. They also sold toys 
(range $1.29, train $5.95) and radio. 
The Southeast Furniture advertised 
that they sell more than 100 May- 
tags per month. They feature a Phil- 
co radio ensemble, including table, 
scarf, chair and mirror, all for $29.90. 
Universal mixers sell there for $14.95. 
Standard Furniture — lamps, Philco, 
De Luxe washer. Sears — sandwich 
toaster ($1.49 value) 98c. Madsen— 
Apex washers, radio. Home Appli- 
ance announced a special on Gibson 
_—— regular $114.50, at $79- 
50. 


The Public Service Company of 
Colorado staged their usual birthday 
sale on Nov. 21, with a 10. percent 
discount on everything except Hoo- 
vers, radio and G. E. refrigerators. 
Midget sunbeam mixers went for 
$1.95, when sold with big ones at 
$21. Prices included: Everhot cook- 
ers, $6.25 and $8.95; Universal mix- 
ers, $14.95; Hamilton. Beach mixers, 
$18.75; Kelvinators, $119.50; Econ- 
omy washers, $69.50; Joslin’s sold 
mixers at $6.95 and a number of ar- 
ticles at $1.39, including a Sessions 
wall clock, coffee urn and cord, lamp, 
etc. Chas. E. Wells Music Company 
continues to sell radio from new quar- 
ters in the N. B. C. Bldg. The May 
Company featured toys and lamps, 
with an “ensemble” stove set for $2 
and movie-jector for $1.19. The Den- 
ver Dry Goods Co. sold a movie-jeck- 
tor (with a k) for 98c. Also radios 
and clocks (G. E. Telechron for 
$3.95). Daniels and Fisher’s sold 
three makes of $21.50 food mixers 
for $15 during a birthday sale. Ham- 
mond clocks went for half price. 
Montgomery Ward advertised toys, 
refrigerators and washers. The Amer- 
ican Furniture Company — Eurekas; 
B. K. Sweeney —G. FE. appliances, 
particularly washers. The Electrical 
League offered to help arrange a loan 
for an all-electric kitchen. 





Sethe ok: Oe eee te 

The Sierra Pacific is still advertis- 
ing its sight meter service. H. E. Sa- 
viers & Son suggested Westinghouse 
refrigerators and ranges, with free 
oven set, free wiring, free condiment 
set, no down payment, monthly pay- 
ments as low as $2.87. Also Philco. 
Shearers, under new management 
made similar recommendations of G. 
E. appliances. They offered to install 
your gift range in time for Christmas 
dinner. The Nevada Machinery & 
Electric Co. uses small ads, listing ap- 
pliances and prices. Late in Novem- 
ber they staged a sale in lamps — 
“while they last” bridge lamps for 
95c; table, 95c to $1.75; floor lamps, 
$1. Among the specials offered in De- 
cember: — $22.50 Premier vacs for 
$17.50; Universal heating pads, large 
size, $3. The National Dollar Store 
advertised waffle irons, toasters, per- 
colators, 6-lb. irons. All firms united 
in a home modernization spread. 


The Central Arizona Light & 
Power Company added a new note 
to their sightmeter advertising, by 
bringing the Pay’s Takit Grocery 
Stores into the picture. Appointments 
for home surveys could be made 
through your grocer or électric dealer. 
Both Korricks and Dorris-Heymann 
advertised approved I. E. S. lamps. 
Korricks suggested lamps and toasters 
as Christmas gifts and advertised sew- 
ing machines, a $90 machine (no 
name) for $59.50. Dorris-Heyman 
sold Magic Maid mixers for $20.95, 
Faultless washers for $39.95 and 
Maytags for $99.50. The New State 
Electric continued with Automatic 
washer ads and also mentioned light- 
ing fixtures. 


The City Light of Seattle contin- 
ued their Westinghouse Cardinal ad- 
vertising, sold at $59.95. Also L. & 
H. ranges for $89.50. Westinghouse 
refrigerators, $10 down, 24 mos. to 
pay, came in for some attention, as 
did also lamps, 10% discount on lots 
of 6 or more. They have a new water 
heater selling at $12.50 to be attached 
to the pipe. The Puget Sound Power 
& Light Company also sold Westing- 
house Cardinals for $59.95. They of- 
fered G. E. lift top refrigerators for 
$88.50 and matching ranges for $77. 
Electrical gifts (drop in at your fa- 
vorite store) and electricity in the 
home (visit the renovized home) 
came in for attention. The Ben Frank- 
lin Electric advertised washers, with 
specials in the exchange department. 
The Bon Marche introduced the sub- 
ject of Norge washers ($69.50) by 
a description of their inner workings. 
They also sold G. E. washers and 
ironers, Frigidaires, Philco, White 
sewing machines. Hamilton Beach 
mixers sold for $19.75, Toastmaster 
and tray for $21, electric trains for 
$10.95, lamps at all prices. Hopper- 
Kelly sold Philco, Maytags and 
Norge refrigerators. Frederick & 
Nelson joined the electrical advertis- 
ers with the announcement of a Speed 
Queen washer for $74.50, G. E. ra- 
dio, and electric toys. Grunbaum men- 
tioned Atwater Kent radio and Lionel 


trains at ($6.75) 


Please turn to page 38) 
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r } SHE General Electric Company 1S naturally 
snterested in making the American home more 


livable, through better planning and improved 


design- 

In offering prizes of $21,000 for more livable 
home designs, it 1s General Electric's hope to stimu- 
late the skill and ingenuity of designers f° bring 


increased comfort, greater 


about better health, 
convenience and improved facilities for the home 
entertainment of the entire family- 

There 


tions that emphasized exterior design. But so far as 
PAGE 34 7 


have been many architectural competi- 


. Competition 1s the first that places 


- inter- 









GENERAL 6) ELECTRIC HELPS TO 
LOAD BUILDING 





the architect has provided for the m a 
comfort, convenience and entertainment of the 
ily for which the house is planned. This family is 
described in detail in the Competition program. 

The G-E Architectural Competition is divided 
into four classifications, as follows: 

Class A—Small home— Northern climate 

Class B—Small home— Southern climate 

Class C—Medium Size home— Northern climate 

Class p—Medium Size home— Southern climate 
Equal prizes are offered in each class, 45 noted else- 
where. Each competitor may submit as many de- 
signs as he wishes—in any OF all classes; and each 
design 1S eligible for a prize- In addition to winning 


o1 620 nrizes, 4 competitor may 
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PRODUCED HERE APPEARS 


IN 
PUBLICATIONS FOR JANUARY 


Competition progra™ and 


FIRST PRIZE for Best Small Home in Class ad 
ot receiving Grand PISS _ . 1500. Free to each Competitor 
FIRST PRIZE for Best Medium Size Home The coupon below is your entry blank. It brings 
in Class not receiving Grand Prize - 1500. : ; . ~~ a 
you the complete Competition program and the G-E 
sECOND PRIZE, in each of the four classi- reference file. Fill it out and mail today: 
— sl 5000. For the convenience and assistance of competitors, We 
HERD PRIZE, ' each of the four = have prepared a handy reference file containing archi- 
——— . tectural data on all General Electric products used in 
HONORABLE MENTION, tes i each of home construction OF equipment. 
lassificati Se at rae ‘ . 
the four cles! ——- : This file will be sent free to each competitor, along 
Total $21,000 with completeinformation regarding the rulesof thecom- 
petition and requirements governing plans and drawings. 
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USE THI 
ENTRY 
7 Professional Advisor, 
GE Architectural Competition, 
a7 General Zlectric Co., Room 1208 
4 570 Lexingtom Ave., New York, N. Y 
A GantTLeMen 1 desire t° enter the G-E Architectural Competition for “Home 
4 Electric.” Please send me full information and the handy G-E Reference File. 
Nam 
& (PRINT) 
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MORE 
WASHING MACHINE 
MANUFACTURERS 
USE 
SUNLIGHT MOTORS 
THAN ANY OTHER 
MAKE OF MOTOR 








SUNLIGHT ELECTRICAL COMPANY, Warren, Ohio 











What was 





Spokane 


The Crescent advertised RCA ra- 
dio, lamps, Hoovers, Easy washers, 
Hammond clocks ($12.50 value) 
$6.95, Martha Washington sewing 
machines for $79.50 and a choice of 
toaster, cigar lighter or corn popper 
for $1. Tull & Gibbs sold Philco and 
advertised Toytown with a radio San- 
ta who talked over the air. Brown & 
Johnston—Norge refrigerators. M. M. 
Jewelers—an assortment of electric ap- 
pliances, each for $3.95, 45c down, 50c 
per week. John W. Graham Co.— 
electric: train, $17.50; stove, $1.50. 
Montgomery Ward—toy range $1.98 ; 
washer, $39.95. James Smyth — 
G. E. radio. Marshall Wells offered 
a prize of a $250 Crosley Jr. motor 
racer to the best junior salesman on 
Crosley radios. The Washington Wa- 
ter Power Company continued its bet- 
ter light adverising and advertised 
lamps, listing other dealers who car- 
ried them. The Better Light Better 
Sight Bureau also offered home ad- 
visory service. A complete home laun- 
dry, Hotpoint and Westinghouse 
ranges, Eureka vacs, Sunbeam mixers 
(special $21.70) and water heating 
were among the other subjects which 
had a part in power company ads. 
eee es 

December was largely a Meier & 
Frank month in Portland advertising. 
The Northwestern Electric advertised 
light and eyesight; Pepco, refrigera- 
tors and lamps (also on display at all 
dealers). The Powers firm sold Kel- 
vinators, with no down payment un- 
til March 1, 1935, and advertised 
Philco and toys. Lipman & Wolfe— 
Philco and Ojil-o-matics. Gevurtz— 
Maytags and Philco. Radio ads, man- 
ufacturers and dealers, appeared by 
the double page and a two page spread 
of Christmas gift advertising in- 
formed the world that Jennings sold 
Monarch ranges (reg. $139.50) now 
$99.50; that Olds, Wortman & King 
sold Edison mixers at$12.85 and waf- 
fle irons at $3.69; that the Edwards 
Furniture gave 25 food products free 
with their Stewart Warner refrigera- 
tors, including a Christmas turkey; 
and that the Star Furniture Co. sold 
GE washers and Norge refrigerators. 
Meier & Frank ran pages of adver- 
tising during the month, including 
such items as: Crawford electric 
($119) $99.50, Norge $119.50, 
Crosley refrigerator $89.55 (includ- 
ing $7.25 set of dishes), Hammond 
alarm ($5.95) $2.99, Sewing ma- 
chine ($75 model, no name) $49.50, 
Hotpoint range $99.50, Easy washer 
$49.50, etc., plus “The Big Six” in 


radio and several other makes as well. 


1 ek 
San Feeney 

The P. G. & E. offer of % rates 
on surplus electricity started in De- 
cember and greatly stimulated adver- 
tising in northern California. Coopera- 
tive spreads have appeared in most of 
the local papers, led by the Electrical 
Appliance Society. Most of the large 
department stores had motorized toy 
windows and an outdoor Christmas 
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Advertised in December 





ee 


tree contest was undertaken. Some of 
the ads: Sherman Clay—radio as a 
vift tor a child, up to a $625 console ; 
also Kodatoy projectors, $3.98. Chas. 
8rown—Easy washers; Edison mixers, 
$9.95; Eureka vacs; Hotpoint toast- 
ers, $2.88 ; heating pads (Seneca), $2 
49, (1 kw. Hotpoint) $5.95; ete. 
Schwabacher Frey—G. E. vacs, wash- 
ers aid combinations, rebuilt Hoovers 

3 days), $16.75; Hotpoint heaters, 
54.95; biscuit makers, $3.49. Hales — 
reflector heater, $3.49 ; Proctor-Swartz 
roaster, $4.19, carload of Easy wash- 
ers, $48.85 up; double sandwich toast- 
ers, $1.89; electric toys, $1. Nathan 
Dohrmann, O'Connor Moffatt and 
City of Paris—lamps! Sterling Furni- 
ture—Apex and ABC washers, Gru- 
iow radio. White House — Lionel 
trains, $9.95; wafHle irons, $3.45; 
sandwich toasters, $4.25. Wurlitzer— 
(. E. refrigerators. The Emporium— 
tovs; clocks, $2.45 to $22.50; coffee 
maker, $5.95; double sandwich toast- 
er, $1.95; Majestic heater, $2.95; 
waffle iron and ladle, $3.95. And so on. 


Sacramento 


Sacramento advertising for Decem- 
ber was too prolific to cover. Out of 
the page spreads, newspaper sections 
and individual ads, the following are 
highlights: Breuners-ran several page 
spreads of their own on electrical op- 
portunities. Eurekas, rebuilt Hoovers, 
Royal vacs; Blackstone washers, $54- 
50; Easy ironers and washers, Norge 
refrigerators (your ice box as full 
down payment), Wesix heaters ($1 
for your old heater) ; small appliances, 
toys and radio. Schroder offered a car- 
load of Stewart-Warner refrigerators 
at reduced prices. F. H. McGinnis 
gave free home demonstrations on 


lronrite ironers and sold Little Giant” 


tray washers, with 52 packages of soap 
thrown in. On Grunow refrigerators 
he delivered with no down payment 
to March 1, 1935, and ran a partial 
list of Grunow owners for reference. 
He also advertised ABC washers. 
Weinstock-Lubin—Thor washer (spe- 
cial $69.50) and ironer ($64.50) ; 
10% off on floor refrigerators; small 
appliances and toys. Hales—clock sale 

Telechron mantle, $3:95); Easy 
washers, $48.85; radio; sewing ma- 
chines; small appliances. Kimball Up- 
son offered a Speed Queen laundry 
outht for $59.50 and would match 
you 25c¢ per day until Christmas for 
a down payment on your Frigidaire, 
no interest charge until March. They 
also sold small appliances. Ellas Marx 

radio, small appliances. Eastern — 
“Match your 25c per day until Xmas” 
on a Frigidaire ; also radio; Royal vacs; 
Rotary speed ironers, $34.74 (saving 
of $7.21). 

Fresno also came under the % off 
rate, which fact was duly impressed 
on the public by San Joaquin Light & 
Power Company ads, and by dealer 
follow-ups. The power company made 
gift suggestions and advertised the G. 
E. ironer, and American Beauty irons 
for $8.95 (see your dealer). Pumping, 





electric kitchen and tree lighting also 
received attention. Among the dealers, 
Radin & Kamp sold Kelvinators on 
the meterator plan, offering free ope- 
ratins cost for the year if purchased 
before Christmas. Hockett & Cowan 
also promised free electricity for the 
year and promised delivery on Christ- 
mas morning. They also featured the 
Thor electric servant. Gottschalk sold 
Eurekas for $29.85, Edison mixers for 
$9.85, clocks, toys and small appli- 
ances. Buford ran a special on small 
appliances at a uniform price of $3.95 
and also advertised Easy washers and 
radio. The Westinghouse Store ran a 
special on trains (this ad good for $1) 
and lamps. Cook’s—refrigerators and 
washers. Turpin—washers and ironers, 
Cooper’s and Berg’s—lamps. Barrett- 
Hicks—mixer, $15.95; Xmas lights, 
58c; Hotpoint iron, $3.50; two Eure- 
kas (reg. $73), $34.85. Fisher-Glass- 
ford—Eskimo mixer, $12.50; waffle 


irons, $4.95 to $13.45; toasters, $1.49 
to $3.95; and like values., 






The Los Angeles Bureau of Power 
& Light offered a range special at 
$117.50 at all dealers. National Hous- 
ing Act opportunities were also em- 
phasized. “Jarker’s sold radios; lamps; 
Hammond alarms, $2.89; sandwich 
toasters, $1.95; Hostess set, including 
tray, block and cutter, six dishes and 
toaster for $3.95; waffle irons, $2.95 
and other specials. Bullock’s followed 
their November Philco show with con- 
siderable radio advertising. Among the 
electric specials were: Apex washer, 
$59.50; electric alarm clock, $1.95; 
Crown cleaner, $24.95; Edison 6-lb. 
iron, $2.65; Hotpoint or Manning 
Bowman toasters, $2.95. The May 
Company sold Stewart Warner refrig- 
erators (formerly $269) at $189, Edi- 
son mixers for $10.95, XL ironers for 
$44.95, Easy washers for $49.50 and 
small appliances at such prices as sand- 
wich toasters for $1 and $1.69, cord 
19c extra. The Broadway staged a 
supersale calling for 2,200 extra sales 
people jn November and followed it 
by a number of Christmas features. 
Free parking and interpreters, 114 of 
them, for those who insisted 0. buying 
their. electrical (and other) gifts in 
foreign languages were among the in- 
novations. They sold Magic Chef mix- 
ers for $11.95, Eurekas for $39.50 
(10 days free trial), and a whole col- 
lection of assorted electrical appli- 
ances at $1 per. J. W. Robinson went 
in for lamps, radio, clocks and Christ- 
mas specials such as toys and lighted 
wreaths. They sold a 4-piece urn set 
at $7.45, Toastmasters at $8.95, l-kw. 
Majestic heaters at $4.95 and Gray- 
bar vacs at $29.50. Walker’s also of- 
fered a selection of gifts at $1, includ- 
ing a wafHle iron, an iron, a potato bak- 
er and other electrical specialties. They 
advertised a 4-piece china percolator 
set for $7.95. The Eastern in L. A. 
also offered to match you 25c for every 
day to Christmas on a Frigidaire and 
to deliver the same on Christmas eve 
if desired. Sears advertised a number 
of appliances and staged a Big Week 
sale early in December with $129.50 
refrigerators selling for $99.77. 
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Every trade and industry into which Bond products penetrate bene- 
fited by Bond's 1934 activities. People bought more Bond products 


than in any year for half a decade. 


Bond pioneered. Bond products set new high quality standards. 
Bond went on the air. And that was only a starter. This year Bond is 


“going places and doing things.” 


Great new strides in product values ... ever closer trade co- 
operation ... startling innovations in packaging and merchandising 
... Will tremendously aid every Bond customer in 1935. 

The big news will break in Bond's February advertising. Watch 
for it...to your own advantage. Register now for the first mail 
announcements too. Use the coupon. 


BOND PRODUCTS 


Flashlights * Mono- cell Flashlight Batteries * Dry Cells for radio, ignition, 
telephony, signalling * Storage Batteries * Radio Tubes and Condensers * 
Automotive products 






ELECTRIC 
CORPORATION 


257 Cornelison Ave. Jersey City, N. J. 
Branches and Warehouses conveniently located 





Send first news of Bond 1935 producis checked 
Your name 
Company nome 


Address 1ES 





@® 1086 
PAGE 39 











MATCH 


THIS PROPOSITION 


with any line you 


Last fall was only an indication of what is in 
store for Delco-Heat dealers in 1935. The 
National Housing Act was just getting started. 
But Delco-Heat dealers were ready . . . with a 
complete merchandising program—tying-in 
with this great federal sponsored moderniza- 
tion plan. Results to date, in key territories 
established, show Delco-Heat dealers credit- 
ing up to Go&% of their fall sales to this plan... 
outselling all competition and making fast 
profits 

And here are the reasons why: 

The makers of Delco-Heat during the lean 
years have been busy. The tremendous re- 
search facilities of Delco Appliance Corpora- 
tion have been perfecting automatic oil heat to 
the highest degree. Two fine new products 
... the harmonized Delco-Heat 
Boiler and the new Delco-Heat 
Conditionair augment the line 
of fast selling Delco-Heat oil 
burners, making a complete 


line for every requirement. 





sa 


Delco-Heat Conditionair: Pauri- 
fies, bumidifies, automaticall; 
beats and circulates air into 
home complete change of ait 
every 10 to 15 minutes 


DELCO-HE 


4 Complete Line of Automatic Oil Heating Equipment for 
1// Domestic and Commercial Applications 
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Delco-Heat Oil Burner: Converts 
boiler or furnace into automatic 
beating system at low cost. Thous- 
ands of users vouch for its remark- 
able economy and efficiency 


are selling to-day 


And every year, newspaper, magazine and 
direct mail advertising has been increased. A 
decided preference for Delco-Heat has been 
installed in the minds of homeowners every- 
where. This is not a claim, but a fact as proved 
in a recent comprehensive survey in many 
Cities. 

Now, in 1935, the modernization of existing 
homes and the building of new homes will be 
the biggest drive in every community. And 
Delco-Heat is ready . . . with new and proven 
products ... with great public acceptance and 
proven merchandising programs geared-up to 
do the biggest job in the automatic heating 
industry. 

There still are some excellent territories 
open for profitable participation. Let us send 
you all the facts about the 
profit opportunity awaiting 
responsible dealers and full 
details about the Delco-Heat 
franchise. 

Send the coupon today. 


Delco-Heat Boiler: Complete heat- 
ing plant, including boiler, burner, 
domestic hot water system de- 
signed and built as one barmon- 
ized unit from the ground up. 





DELCO APPLIANCE CORPORATION 
Subsidiary of General Motors 
Dept. O-211, Rochester, N. Y. 


Address 





Please send details about the Delco-Heat franchise. 


A PRODUCT OF GENERAL MOTORS Fee oad 
Name 
i 

















What Happened 
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York Sun, his previous training had 
been to look for “man bites dog” 
stories rather than to study kilowatts. 

He met most of the electrical fore- 
fathers face-to-face and served as chief 
clerk of the company, and head of the 
employment bureau before the idea 
of the electric shop was generated and 
set a going on the corner of Jackson 
and Michigan in the Chicago of 1909. 
Although he was kept busy starting 
new electric shops about Chicago, and 
seeing his first store spread until it 
was a city block long, Mr. Edkins 
still found time to do a little tapping 
on his typewriter. 

His book of verse, “The Scarlet 
Cockatoo”, published in 1928, was 
read throughout the industry. When 
he isn’t looking at the blue sea from 
the San Sabastian Hotel at Coral 
Gables, Florida, this winter, he will 
again do some writing, this time on 
—— past he has known so 
well. 

Gardner S. Howland succeeds Mr. 
Edkins as general manager of the 
Commonwealth Edison Company Elec- 
tric Shops. Entering the stores de- 
partment in 1917, as stock clerk, he 
successively was claim adjuster and 
manager of the Logan Square shop in 
1919. Then he was transferred to the 
central Electric Shop as supervisor 
and became Mr. Edkin’s assistant in 


1920. 


Buck of Denver 
Gets McGraw 
Co-op. Award 


HE James H. McGraw medal 

for cooperation will be bestowed 
this year upon Gaylord B. Buek vf 
Denver, president of the Rocky Moun 
tain Electrical Association, which cov- 
ers the states of Colorado, New Mex- 
ico and Wyoming. Mr. Buck, who is 
general commercial manager for the 
Public Service Company of Colorado, 
a Doherty property, has just been no- 
tified of the honor, by Earl White- 
horne, secretary of the McGraw com- 
mittee of awards. 

The committee, representative of 
the four branches of the industry, who 
singled out Mr. Buck for the 1934 
presentation, consisted of E. R. Acker, 
president, Central Hudson Gas & 
Electric Company; A. E. Allen, vice 
president, Westinghouse Electric & 
Manufacturing company; J. G. Jo- 
hannessen, vice president, General 
Electric Supply company; Earl Stew- 
art, president, L. K. Comstock & 
Company. 

The medal will be presented early 
in January by Mr. Whitehorne. The 
event will be made the occasion for 
a general gathering in Denver of all 
the tri-state electrical interests, whose 
splendid cooperation and unified ac- 
tion made Mr. Buck’s success possible, 
according to plans being made by 
George Lewis, managing director of 
the Rocky Mountain association. 

The McGraw medal, which carries 
with it a purse, is awarded for “out- 
standing contributions to the advance- 
ment of the electrical industry.” The 
specific achievement for which Mr. 
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The Dealer faces his PROBLEMS 





underway. We have too many outlets 
anyway, let the weak, the shoddy, 
and the cheaters pass along. I am 
alone interested in helping tradesmen 
to become better merchants. 

Nor in this series will I touch up- 
on such bromidic considerations as 
figuring the selling price, store records 
and systems, proper stock control. 
ven though these are important, a 
weight of exisiting data makes it pos- 
ible to improve your operation in 
these directions. 

| want to discuss all those newer 
things which make you better able 
to sell more successfully. The hiring 
ot salesmen, the improvement of win- 
dew and interior display, the opera- 
tion of outside salesmen, the use of 
direct mail, the manipulation of fin- 
ance, the development of value pro- 
motions that will steer you away from 
the blight of price; these are some of 
the matters upon which the average 
merchant is hungry for information. 

And I promise you this—the ideas 
in this series will not be the theories 
ot an egotist. I've been on the firing 
line. | know the value and necessity 
ot being practical—so I'll gather the 
hest tested merchandising ideas from 
the most successful merchants of the 
country and, in digested form I'll give 
them to you. My only object is to be 
of some service in this new and 
brighter era of prosperity ahead. 

It's time you turned yourself into a 
merchant. Only in that way can you 
make the most of this bright dawn 
of a new prosperity that is destined 
soon to break upon us. During the 
past decade, the public went haywire; 
became interested in all sorts of “get- 
rich-quick” speculations, found their 
enjoyments outside the home, did a 
lot of things that showed the country 
to be economically and sociologically 
unbalanced. Then came distress. And 
atter its black clouds, this morning of 
a brighter and more sensible era. 

A prophecy: “The next five years 
will see a new prosperity, now being 
ushered in, that will dwarf all former 
peaks of progress because it will be 
founded upon the most real thing 
known—the greater enjoyment of hap- 
pier homelife. The social focus is now 
within.the home. Tired of the hazards 
ot money investments, the public has 
painfully learned the wisdom of in- 
vesting in the enjoyment ot home 
comforts. 

(jo up any block in any city and 
vou ll find more home lights burning 
and more family members at home 
in 1935 than you could ever find in 
1928. Learning the pleasures of home 
anew, they are interested in adding 
to them. Washing machines, radios, 
vacuum cleaners, home furnishings, 
need replacement. Refrigerators, oil 
burners, air-conditioning need adding. 
The old kitchen range must turn into 
a new thing of beauty. The old bath- 
room must change its personality. In 
other words, the average home must 
undergo the same metamorphosis as is 
necessitated of the old-time dealer. It 
is your job to sell these new delights, 
benefits, conveniences, to the public. 
And you can’t do it unless you are a 
merchant. For this is a selling job and 
that is the function of a merchant. 
When you do, we'll rise to a new 


CONTINUED FROM PAGE 29 





level of prosperity that will beggar 
anything we've enjoyed before. 

The era before us is loaded with 
dynamite! Use it properly and you 
can overcome any resistance. Handle 
it wrong, and it will blow you to 
smithereens! Don’t be a Zeke Fry! 

Now, before closing, a quick flash 
on the attributes of a merchant—some 
that are sufficiently important for an 
article, but which I will be unable to 
treat at length in the succeeding series. 

A merchant sells value, a dealer 
sells price. The public has its stomach 
full of price appeal. It can’t use a 
price, enjoy a price; in fact it is even 
ashamed to talk about a price. Of 
course, the public is always interested 
in getting something for nothing—but 
it has been so often fooled that it 
doubts whether the something it got 
in the price-hysteria of the depression 
was ever worth while. It is looking 
skeptically at values. 

Now there are Moses’ who are 
leading us out of the wilderness of 
price concession. By means of edu- 
cational exhibits, shows, demonstra- 
tions, lectures, use-value promotions; 
merchants the country over are teach- 
ing the public new conceptions of 
home making arts which are a more 
sincere and solid contribution to living 
advancement than price emphasis ever 
was. If you are still a dealer who 
thinks only in terms of price, forget 
it. Select a product that delivers use 
values so great, compared with its 
price, that the public will be happy 
and pleased to enjoy it, irrespective 
of what it costs within reasonable 
limits. 

A merchant knows he must have 
trained manpower, selling both inside 
and outside his store. A dealer waits 
for the public to come to him or, 
knowing that they won't voluntarily, 
slings out all sorts of bait to. drag 
them in rather than create any out- 
ward thrust to take his message of 
good cheer to them. So knowing that 
all appliances are products which have 
to be sold, as an aspiring merchant 
vou should increase your manpower— 
in numbers and in understanding; and 
see that manpower operates both in- 
side and outside your store. 

Some of you have holes-in-the-wall. 
So long as they are neat, worry noth- 
ing about it. If you are off the beaten 
track, it merely means that you will 
have to get organized for more door- 
step selling. It is a proven thing that 
70 per cent of most appliance sales 
closings are made in the home. So, 
being a merchant doesn’t necessarily 
mean a change of location. It means 
“reaching the people’ and if your 
store is where they don't often pass 
by, your offsetting responsibility is to 
extend your sales thrust to where they 
are. 

A dealer is interested only in mak- 
ing a sale. A merchant cares more 
about producing a customer. Fle wants 
her to be sold so enthusiastically that 
she will buy other products trom him 
and will turn herself into an uncon- 
scious salesman of his merchandise 
among her acquaintances. 

Thus, a good merchant selects care- 
fully the lines he handles. He wants 
an honestly built product at a fair 
price which contains plus values lack- 
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ed by other products of similar type. 

If he is wise, the alert merchant 
will select a manufacturer who has 
a number of home appliances upon 
which he can center attention rather 
than to become confused by the spe- 
cial pressure of varying companies, 
all of whom attempt to pull him off 
track by some individualized emphasis 
upon their particular products. 

Every claim of the merchant must 
be backed by fact. There can be no 
shady dealing, no high pressure, no 
trick inducements! And the merchan- 
dise must be of a character to pro- 
duce enthusiastic customer satisfaction. 

Are you stocked that way? Do you 
represent a company that is helping 
you to manufacture satisfied custom- 
ers, or are you always having troubles 
over service, replacement parts, claims 
that haven't turned true in use? 

A merchant knows that margin 
times the velocity per square foot of 
sales space is what really counts in 
black on his ledgers. The dealer lets 
such considerations go to find himself 
bankrupt. Be shrewd and analytical. 
You have so much square footage of 
floor space. Select items that will 
move through that space with such 
velocity as to pay a big net, even 
though margins aren’t as high as some 
unknown manufacturer may offer you. 
Rather than to discuss discounts en- 
tirely, ask a manufacturer to prove 
to you the amount of unexploited 
goodwill he possesses. Measure the 
probable velocity in relation to the 
sales space required for display. Don't 
be fooled into handling everything. 
Simplify your lines—vertically and hor- 
izontally. By that, | mean don’t han- 
dle so many lines, and handle fewer 
ot the off numbers. Concentrate upon 
what the standard 85 per cent want. 

A dealer, usually scared to death, 
stocks only enough to answer demand 
for a day or two. Often, his story is, 
‘Well, I haven't ¢ but I'll be glad 
to order it for you.’’ The merchant 
stocks enough merchandise in stand- 
ard demand to give the impression 
he is in business to stay and that he 
can take care of any legitimate de- 
mand at once. Quantity display is a 
cardinal necessity of the enterprising 
merchant. The sheer quantity of it 
gives the public the confidence that 
it is in demand, that he can be trusted 
ind that it is the line to possess. 

Here are just a few of the things 
that differentiate the merchant from 
the dealer. And be sure, hereafter, that 
you reter to yourself as a merchant. 
There is a vital difference which will 
become even more apparent as_ this 
series of articles moves along. 

1 loathe the name of dealer. My 
hat is off to any appliance merchant. 
You probably never heard of Greta 
Gustaffsen—a colorless, shackled, neg- 
ative Swedish actress. But she chang- 
ed her name, her style, her personal- 
itv; called herself Garbo and is now 
the most scintillating of stars. That's 
the power behind a new name and a 
new personality. Become merchants. 
Permit no one to call you a dealer 
any longer. 


Well, sort of general I'll admit but 
necessarily so. Next month, I'll get 
more specific and tell you how to get 
more good salesmen. Of all the prob- 
lems facing the appliance merchant, 
if this survey among 1,500 dealers is a 
safe criterion, there is no more im- 
portant problem than that. 

















LAMP 
SALES 


The year closed with 38 dif- 
ferent manufacturers making 
study Lamps in accordance 
with IES specifications. 
37 models of Study Lamps 
17 models of Semi-indirect 
6 models of Indirect 
1 wall type 
e 
Tags of Certification (see 
below) to the number of 
317,725 were supplied up to 
December 27th, the majority 


being for the study type 
(240,300) with the Semi-in- 
direct in second place 


(55,300). 


Sem) eRIRECT FLOOR Lane 





Electrical Testi 
Both Sereet and East End Ave 


Laboratories 





New York N.Y. 


Tnirty-cight years in the service of the industry 
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A Review of New Frducts 








Atwater Kent 
Refrigerators 
Atwater Kent Mfg. Co., 
Philadelphia, Pa. 
Models: 4 
Capacities: 4, 5, 6 and 7 cu. ft 
Special Features: All-porcelain centered 
freezing unit, self-sealing chromium 
plated door on freezing unit of all 
but 4 cu.ft. model; automatic detrost 
ing; 12-point temperature control; 
special arrangement of shelving on 
inside door for storage of frequently 
used foods; capacitor type motor with 
high starting torque and quiet opera- 
tion; white lacquer finish.—Elecirical 
Merchandising, January, 1935. 








7° 2 
Universal Ranges 
Landers, Frary & Clark, 

New Britain, Conn 

Models: 2 Table Top” Cabinettes 

Capacities: 3—6Y2 in. 1200 watt 1—8% 
in. 1800 watt open units; oven baking 
unit 2000 watts; oven broiler 2000 
watts: warmirtg closet 550 watts 

Sizes: 4544x30 in. floor space; 364% in 
to cooking top; oven 19x16x14 in 

Description: Complete with synchron 
ous self starting timer and clock; 4 
piece condiment set, No. 83 heavy 
gauge aluminum black bottom cook 
ing set—1 and 2 qt. sauce pans, 10 in. 
frying pan; automatic oven control, 
ruby oven heat signal; porcelain en 
amel oven lining; large 2-door warm 
ing closet; Model E 9746 white and 
French gray porcelain enamel finish 
FE 9646 Ivory, Jade green and chrom 
ium finish; economy cooker available 
both models, slight additional cost. 
—Electrical Merchandising, January, 
1935. 


v 


Mazda IL.umiline 
Incandescent Lamp Depft., 
General Electric Co., 

Nela Park, Clevcland, O 
Description: New 40-watt size has been 
added to line of Mazda Lumiline 


lamps; all sizes, 30, 40 and 60 watts, 
available in following colors: straw, 


orange, moonlight blue, emerald, sur 
prise pink.—Electrical Merchandising 
January, 1935. 
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Apex lroners 
ipex Rotarex Corp., 
1070 E. 152d St., Cleveland, O. 

Device: Standard and De Luxe ironer 
models, modern design totally con- 
cealing all moving parts. 

Description: Retains Apex fixed shoe- 
moving roll arrangement, knee and 
finger tip controls; Improved Apex 
pressing feature through use of sep 
arate finger touch lever; safety shoe 
release; motor and heat control switch 
with pilot light; thermostat controlled 
heat; shoe open at both ends; collap- 
sible end shelf; end panels instead 
of legs; extended base provides stabil- 
ity when cabinet top is in dropped 
position; silent operation; handy 
hooks hold cord when not in use; 
Apex green and ebony finish. 

Price: From $84.50 to $49.50.—Electrical 
Merchandising, January, 1935 
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Kelvinator Refrigerators 
Kelvinator Corp., Detroit, Mich. 
Models: 18 models in four groups, 5 

“K” models, 3 “P”,4 “D”, 5 “SD”, 


Capacities: K models from 4.25 to 7.60 


cu.ft; P, 5.41, 6.50, 7.60 cu.ft; D from 
5.13 to 8.73 cu.ft; SD from 6.58 to 
23.32 cu.ft. 

Special Features: K low-priced line fea- 
tures centered cooling unit, automatic 
light, sealed freezing chamber, ice 
tray lifter, 5-purpose control, paneled 
doors, fine-mesh shelf, finger-tip latch 
with concealed catch and refrigerated 
shelt; lacquer exterior. 

P models same as K line of com- 
parable sizes except exteriors of por- 
celain. 

1) models equipped with Kelvina- 
tor food file; 3 larger models have 
sliding fruit baskets. 

Three SD, Super De Luxe models 
equipped with sliding “food wheel’’— 
5 covered crystal dishes on revolving 
tray; all SD models equipped with 
food file, dairy section, crisper and 
thrift compartment; crispers in most 
models fitted with attractive flat 
Bakelite covers that can be used as 
serving trays.—Electrical Merchandts- 
ing, January, 1935. 











Fairbanks-Morse 
Refrigerators 


Fairbanks-Morse Home Appliances, Inc. 
430 S. Green St., Chicage, Il. 
Models: 4—“Conservador” refrigerators. 

Capacities: 4, 5, 6 and 8 cu.ft. 

Special Features: Newly patented “Con- 
servador” feature offers additional 
storage space without necessity of 
opening inner compartment, saves 
time, current consumption, the manu- 
facturers claim; 11 position tempera- 
ture control; removable bottom shelf; 
centrally located cooling unit provides 
for bottles either side; one shelf hing- 
ed; electric light; porcelain interior, 
rounded corners; Dulux exterior, 
chromium and black door handles.— 
Electrical Merchandising, January, 
1935. 





M-B Cook-All 


Manning-Bowman & Co.,Meriden,Conn. 

Device: “Cook-All” combination table 
cooker, with oven insert. 

Description: Bakes, grills, steams, fries, 
roasts, toasts, broils, boils. Entire en- 
semble includes cooker itself with 
plain grids, pair of interchangeable 
waffle grids, special oven, complete 
assortment of special pans for muf- 
fins, cakes, meat loaf, vegetables, pies 
and recipe book; 880 watts; alumi- 
num finish; Harmony pattern with 
black wood trimming; 9x135/ in.; 
grids 7x11 in. — Electrical Merchan- 
dising, January, 1935. 





Johnson Gasoline Engine 
Johnson Motor Co., Waukegan, Ul. 
Device: “tron Uorse” Y h.p. air-cooled 
gasoline engine for use on washing 

machines, ete. 

Description: 4-cvcle type with mechani- 
cally operated valves fully enclosed; 
automatic metered splash oiling; en- 
closed mechanical governor, fuel lift 
carburetor; new design built-in fly- 
wheel magneto.—Electrical Merchan- 
dising, January, 1935. 


W oodrow Washers 


Woodrow Washer Co., Pella, lowa 

Models: 52, 60, 70, 80 

Description: 70 and 80 equipped with 
6-vane aluminum agitator; auto type 
clutch control; triple water action; 
52 and 60 equipped with 4-wing 
aluminum agitator. Model 52, por- 
celain tub, semi-balloon rolls, safety 
release wringer. 60, grey porcelain 
tub, 2Y4 in. balloon rolls, safety re- 
lease wringer; outside lever control; 
70, green porcelain tub 23 in. wide, 
14 in. deep; full automatic floating 
tension wringer, 24% in. balloon rolls. 
80, large porcelain ivory tub; mount- 
ed on rubber base; special light green 
base; automatic tension wringer with 
safety release; large chrome plated 
safety feed boards. All models equip- 
ped with new Woodrow gear case, 
steel cut gears, ball thrust bronze 
bearings, 4% h.p. Westinghouse motor. 
—Electrical Merchandising, January, 
1935. 





v 
Go Portable Range 
Go Electric Corp., Natick, Mass. 

Device: Portable range. 

Description: For use on farms, turnish- 
ed rooms, road stands, hospitals, etc; 
“Reverbatory” oven insures perfect 
oven circulation, the manufacturers 
claim; rounded surfaces, including 
oven heater unit edges; specially de- 
signed smokeless broiling pan accom- 
modates large steak or 8 chops; upper 





. 


part of oven accommodates standard 
self-basting roaster, 2 loaves of bread 
or other baking; 3-heat double pole 
reversible switches; non - clogging 
oven vent automatically kept sanitary 
when oven is cleaned; 2 side stoves 
equipped with black parabolic groove 
mirror heating elements, close flush 
with side of range for carrying pur- 
poses; black, cream and aluminum 
finish; 18% in. high, 154% in. long, 
13 in. wide; approximately 32 Ibs. 

Price: $15.00—Electrical Merchandising, 
January, 1935. 


GE Inverted Converter 


General Electric Co., Schenectady, N.Y. 

Description: Inverted converters for use 
with small machine tools, radio equip- 
ment, public address systems, etc., 
where only d.c. is available; range in 
size from 1/2 to 20 kv-a, single phase; 
available for changing 115 volts d.c. 
to 110 or 220 volts a.c. and 230 volts 
dc. to 110 or 220 volts a.c.—Electrical 
Merchandising, January, 1935. 
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Gibson Refrigerators 
The Gibson Electric Refrigerator Corp., 
Greenville, Mich. 

Models: 5 

Capacities: 4, 43/4, 5Y%, 6Y2, 7% cu.ft. 

Special Features: “Freez’r-Shelf” or flat 
evaporator permits faster freezing, 
greater ice cube and storage capacity 
outstanding feature of new models; 
finger tip tray release; twin chilling 
trays, twin dairy baskets, vegetable 
bin, flush wall light; black and white 
exteriors modern in design, styled by 
Richard Bolton Janes. — Electrical 
Merchandising, January, 1935. 


BUILT as you would build it 


to make the motor a definite 
sales: point for YOUR WASHER 





7 
Speed Queen Washers 


Barlow & Seelig Mfg. Co., Ripon, Wis. 

Models: A, B, F, O and M. 

Special Features: New Speed Queen 
safety roll wringer equipped with 
safety release bar, automatically frees 
both rolls as it releases pressure; pres- 
sure reapplied by pressing down top; 
arc-cuate drive transmission; Model 
A, Monel Metal tub, ivory finish; B, 
white porcelain tub; F, green por- 
celain tub, pearl green finish; O, bowl- 
shaped porcelain tub, green finish; M, 
submerged type agitator, 2-tone tan 
finish; Model X also available with 
Briggs & Stratton 4-cycle gasoline mo- 
tor; new models designed by C. J. 
Thelander and F. C. Ruppel.—Elec- 
trical Merchandising, January, 1935. 





Suppose 


YOU were to set out to design and build a motor that would have definite sales 
appeals to help you sell washing machines. 





You would... 


TAILOR THE MOTOR TO THE JOB. the washer to your shop — merely by 
You'd make certain that it was of balanced loosening two screws. 


design, with the correct mechanical and 
- ss MOUNT THIS MOTOR IN SPRINGY, 
electrical characteristics — so balanced as LIVE RUBBER protected from the d 


to minimize vibration and wear and tear quisition alam ol alt onl ale on dae thn 
on the mechanical parts, and thus contri- mounting would last a long ti alll tae 


bute to quiet operation and long life. continuously effective in isolating noise. 





Luxeair Conditioner 


National Laboratories Inc., 





Statler Bldg., Boston, Mass. 
Device: Window type, room-unit air 
conditioner. 
Description: Fits any ordinary window 
ledge; operates with window open or 
closed; a.c. or d.c.; filters, purifies, 


MAKE IT INTERCHANGEABLE, so that 
if for any reason the motor should need 
to be removed it can be replaced quickly— 
just as simply as your car battery—without 
disturbing alignment and without carting 


GIVE THIS SUPERIOR MOTOR LIFE- 
TIME LUBRICATION, good for the life 
of the washer on which it was originally 
installed. You’d design it so that not one 
drop of oil would ever bave to be added. 


humidifies, cools, warms; air is drawn 
through filter into small chamber, 
mixed with vapor provided by trickle 
of water into vaporizing unit, twin 
fan propels air into room at 90° angle, 
400 cu.ft. per min; encased in metal 
box, 2214x10x10 in., available in dif- 
ferent colors. 

Price: $87.50. — Electrical Merchandis- 
ing, January, 1935. 


We have done all these things for you. The General Electric motor (Type KH) for do- 
mestic washing machines has all these essential characteristics — and more. It embodies 
the features that, from 26 years’ experience in the washing-machine-motor field, we know 
manufacturers and their dealers want. General Electric, Dept. 6-201, Schenectady, N. Y. 


aq The G-E line of electric equipment for home and industry includes motors, large 
and small, of all types; switches; transformers; wire and wiring devices; cable. In 
brief. FOR EVERYTHING ELECTRIC, IT PAYS TO SEE GENERAL ELECTRIC. 


070-76 


GENERAL (QELECTRIC 








ELECTRICAL MERCHANDISING— JANUARY, 1935 PAGE 43 








ANNOUNCING 


<LUXEAIR@> 











(COPYRIGHTED) 


a low priced, guaranteed 


AIR CONDITIONING UNIT 


NATIONAL LABORATORIES INC. 


presents a compact room-unit ... 
without installation or service 
costs... retailing at $87.50... 
with a substantial profit oppor- 
tunity for desirable distributors. 


After two years of research we have perfected LUXEAIR— 
the first guaranteed yet popularly-priced complete air- 
conditioning unit to be put on the market. LUXEAIR is 
not “just another’ system of atmosphere control. It is a 
tried and proved unit . . . compact, efficient and offer- 
ing for the first time an opportunity to enjoy the benefits 
of air conditioning in homes, offices, clubs, apartments 
and restaurants at nominal cost. 


You know the unlimited market for an air-conditioning 
_unit that can be sold without building alterations or ex- 
pensive installation and servicing costs. Anyone can fit 
LUXEAIR quickly into a convenient window ledge. 
Simply plug it into the electric light socket. Economical 
to operate. Noiseless. Nothing to get out of order. 
Nothing to break or wear out. Efficient, compact (meas- 
uring only 22% in. x 10 in. x 10 in.), LUXEAIR operates 
effectively, bringing in outside air or with the window 
closed. 

TO DISTRIBUTORS: 

of electrical merchandise, heating and air-conditioning 
equipment, LUXEAIR offers an opportunity for all-year 
sales. You are invited to investigate our liberal profit 
possibilities. For full particulars write to. National 
Laboratories, Inc., Statler Building, Boston, Mass. 


NATIONAL LABORATORIES INC., STATLER BUILDING, BOSTON, MASS., FACTORY - WEBSTER, MASS. 
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FILTERS 
HUMIDIFIES 


and 
CIRCULATES 
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AIR CONDITIONING UNIT 
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A Review 


of New Products 








Apex Washers 
A pex Rotarex Corp., 
1070 E: 152nd St., Cleveland, O. 

Models: 7 — 3 wringerless, 4 with 
wringer. 

Description: Apex double dasher agita 
tor action controlled by pedal located 
scarcely above floor level; discharge 
of waste water also pedal controlled ; 
automatic timer on wringer post; in 
terlocking wringerhead prevents 
changing wringer position while in 
operation; finger tip release; soft 
rubber, balloon type roils, new wide 
hand rest to feed clothes into rolls; 
streamlined Deluxe model shown in 
photo; white porcelain and ebony; 
wringer models also available without 
motor driven pump. 

Price: $149.50 down. —Electrical Mer 
chandising, January, 1935 





Unitor Power Unit 
Unitor Corp., 

250 W. Lafayette Blud., Detroit, Mich. 

Device: Centralized power unit where 
by one motor with one base operates 
various attachments through medium 
of transmission 

Description: Folds away under sink 
when not in use; designed to be usa 
ble in single and multiple dwellings 
on any floor; washes, irons, presses, 
washes dishes, polishes silverware, 
sharpens cutlery, mixes drinks, kneads 
dough, mashes potatoes, grinds, chops 
meat, fruit, vegetables; dries hair, 
separates, cream, churns butter, oper 
ates ice cream freezer and many other 
household tasks; clutch type 4 h.p. 
motor -supplies power to operating 
mechanism at proper gear ratio 
through means of transmission and 
gear shift lever; weighs 180 Ibs, re 
quires only lift of finger to put ma 
chine into any position. — Electrical 
Merchandising, January, 1935. 


v 
Hand yhot \ron 


Chicago Electric Mfg. Co., 
280, S. Halstead St., Chicago, Ill 

Device: Tourist iron. 

Description: Weighs approximately 2 
Ibs; nickel or chrome finish; tip-up 
back rest; 105-115 volts 250 watts; 
a.c. or d.c.; can be used with any cord 
set; suitable for ruffles, baby things 
and traveling.— Electrical Merchan 
dising, January, 1935. 


Hotpoint Water Heater 
Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 
Model; “Vogue” ; 
Description: Plain storage type, 40 gal. 
capacity; embodies all “Hotpoint” 
features such as heavy insulation, 
Calrod heating units, Thermosnap 
automatic temperature control swit- 
ches; single or double unit models 
with double throw Thermosnap con- 
trol available; new flange fittings on 
Calrod heating units may be removed 
through side of tank; modern styling 
features square corners, straight lines 
for up-to-minute electric kitchens; 
white baked enamel with enclosed 
black enameled base, set back to pro- 
vide harmony with toe space in Hot- 
point’s “Symphony” range.—Electrical 

Merchandising, January, 1935. 





v 
Signal Fan 


Signal Electric Mfg. Co., 
Menominee, Mich. 
Model: No. 360, 12 in. induction fan. 
Description: Displaces 770 cu. ft. air 
per min.; can be mounted on wall; 
slip clutch oscillator adjustable for 
non-oscillating ; 2 speed toggle switch; 
non-radio interferring; a.c. only, 110 
volts, 48 watts; black finish, 4 alumi- 
num blades, cadmium guard. 
Price: $14.75. — Electrical Merchandts- 
ing, January, 1935. 





Little Giant Washer 
Little Giant Inc., Ltd., 

4222 Holis St., Oakland, Calif. 
Device? Tray washer for laundry tubs. 
Description: Floating gyrator controls 

water currents, aerates water; Y, h.p. 
motor mounted in rubber around cen- 
ter axis; sealed gear unit and re 
verse; non-breakable, rust proof 
wringer, balloon rolls, oilless bear 
ings, safety release, reversible rolls. 
—Electrical Merchandising, January, 
1935. 
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Impossible ?2..NO!... oelth! 


[* YOU are dissatished with 

the small profits and grief 
connected with the sale of ordi- 
nary washers... listen to this! 
The New “THERMO?” by Boss 
The new Boss “Thermo” is so dif 
ferent, so unusual, so outstanding 
that it enables you to make big-unit 
sales, in the same time it takes to 
sell a cheap washer . . . and enjoy 
proportionately bigger profits. 


You're skeptical, of course. You've 
heard the same story before. But, i! 
you're vitally interested in building 
a profitable, a truly  profitabl: 
washer volume, you'll send for th: 
“Thermo” facts right now 
Other dealers were skeptical, tw 
UNTIL they put the “Thermo” o 
their floor—but you'll be amaze: 
when we tell you of their experienc: 


Write for bigger-proft proofs now 


THE BOSS WASHING MACHINE COMPANY 
Norwood Station, CINCINNATI, OHIO Ww 
Manufacturers of Boss Quality Washers Since 1889 


Boss THERMO WASHER 
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HICH QUOTA DEALERS ARE FINDING 


IN SELLING 
BALL BEARING HOUSEHOLD APPLIANCES 


NO OIULING 
NECESSARY 


Women loathe the messy oil can. Tell 
them that ball bearings banish it from 
their homes—because they never need oil 
a ball bearing appliance. Tell them that 
ball bearings never “stick,” or “freeze 
up”’—that they’re always ready for work 
—that they run smoothly and sweetly— 
that they’re clean and trouble-proof. Tell 
them ball bearing appliances do better 
work, and last longer. Watch “sales re- 


sistance” break down, and disappear. 


MORE THAN 











LESS COSTLY 
SERVICING 


You know that most of the servicing ex- 
pense you have to bear is due to a cus- 
tomer’s failure to oil the bearings. Ball 
bearing appliances come to you—and go 
to your customer—packed with lubricant 
for months of ordinary service, without 
renewal. That at once eliminates your 
biggest item in servicing. A ball bearing 
appliance “stays sold” —there are no 
‘*come-backs,” no complaints, no apolo- 
gies or explanations. What better builder 
of customer good-will could you ask? 


SIX MILLION 


AVRMA-AVFFMANNY 





PRECISIVN BEARINGS 


ARE IN USE TODAY IN VACUUM CLEANERS AND 
OTHER ELECTRICAL HOUSEHOLD APPLIANCES 


NORMA-HVUFFMANN BEARINGS CURPURATION STAMFURD, CONN. U.S.A. 
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A Review 





Cadillac Cleaner 


Clements Mfg. Co., 
6650 §. Narragansett Ave., Chicago, Ill. 
Model: No. 141 Cadillac cleaner. 
Description: Large new ball-bearing 
motor, dust-proof housing, a.c. or d.c., 
110-120 volts; 2-speed switch per- 
mits gentle beating-sweeping suction 
or full force suction for deep clean- 
ing; 8-blade aluminum fan; alumi- 
num revolving brush, reversible, ad- 
justable bristles; thumb-screw nozzle 
adjustment lifts or lowers entire noz- 
zle; new Beacon lamp mounted in 
front; 3-position handle—no foot lev- 
ers or slotted hinges.—Electrical Mer- 
chandising, January, 1935. 





v 


Kamco Toasters 
Kamco, Inc., 11 W. 25th St., N. Y. City 
Device: Delta 3-slice toaster and Kam- 

co oven-type toaster. 

Description: Delta model toasts 3 slices 
simultaneously; triangular design 
with 3 doors; 3 upright elements 
formed in shape of truncated regular 
prism, each side consisting of 2 ad- 
jacently mounted pieces of mica and 
3-sides wound with Nichrome ribbon 
wire; 700 watts; chrome and black 
finish; 9 in. high, 8 in. wide. 

Kamco model toasts 2 slices both sides ; 
oven type construction for horizontal 
heating; 3 mica wound elements in 
frame attached to inside housing; 600 
watts; stainless steel mirror finished 
outer case; 69/4 in. high, 61/ in. wide. 

Prices: Delta, $2.95; Kameo, $3.95.— 
Electrical Merchandising, January, 
1935. 





V ogue Toaster Element 
Sheridan Electro Units Corp., 
3241 S. State St., Chicago, Ill. 

Device’ Copper clad toaster unit adapt- 
able for use in majority of toasters. 
Description: Element enclosed in insu- 
lated copper housing; retains and 
evenly distributes heat over smooth 
surface; adjustable attachments—long 
lead wire for side or center connected 
toasters with lava protectors; 110 or 

220 volts. 

Price: $1.00.—Electrical Merchandising, 

January, 1935. 
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Porcelier 
Matched Appliances 


Porcelier Mfg. Co., Greensburg, Pa. 

Device: Harmonized line of vitrified 
china household ware — electric and 
non-electric—matched in design. 

Description: 2 styles available, Serv-All 
and Barock-Colonial. Serv-All, mould- 
ed relief motif accentuated by red and 
black inlay striping; Barock-Colonial, 
ivory tinted china with conventional 
pyramid design and twisted rope ef- 
fect handles; each line includes 9-cup 
urn set, 7-cup percolator set, automatic 
2-slice toaster; sandwich toaster and 
grill; waffle iron and a complete line 
of non-electrical utility dishes.—Elec- 
trical Merchandising, January, 1935. 





Measured Time Timer 
Measured Time, Inc., La Porte, Ind. 
Device: Model J automatic time con- 
trol for electric ranges with cooking 

timer and audible signal. . 

Description: Measures intervals of time 
and operates switch closing and open- 
ing circuit at predetermined times; 
“Of” dial controls time for oven to 
stop, “On” dial controls time oven 
starts, 4-position control lever; timer 
dial for alarm; mechanism in metal 
housing for installation in back-guard 
or as integral part of range; a.c. only. 
—Electrical Merchandising, January, 
1935. 





Hoover Dusting Tools 
The Hoower Co., North Canton, O. 
Device: New set dusting tools for use 
with Hoover Sentinel Series, 925, 800 

and 450. 

Description: China pig bristle floor 
brush for bare floors and linoleum; 
dusting brush to get at out-of-way 
places — moldings, window frames, 
etc; converter or hose attachment and 
blower eliminates previous converter- 
blower combination; new type joints 
and connections fitted with gaskets 
prevents air leakage, increases suct- 
tion; light weight duralumin.—Elec- 
trical Merchandising, January, 1935. 


Nalco Lamp 


North American Electric Lamp Co., 
1151 S. Broadway, St. Louis, Mo. 
Device: Nalco candle flame lamp. 
Description: For use in wall brackets, 
torchieres, etc; fits any regular sock- 
et; consumes 10 watts; available in 
clear or frosted glass. 
Price: 35e.— Electrical Merchandising, 
January, 1935. 


F 
i 
v 
Coquette Lamp 
Revere Copper & Brass, Inc., 
Rome Mfg. Co. Diw., Rome, N. Y. 
Description: The “eyes” are clips to 
hold “hat” shade to frosted glass 
globe; green enameled ruffle; satin 
finish copper or chrome; 6-13/16 in. 
high; globe diam. 41, in. 
Price: Copper $3.50; chrome, $5.00.— 


Electrical Merchandising, January, 
1935. 


"oa 





Miller Clocks 


Herman Miller Clock Co., 
Zeeland, Mich. 

Models: 16 self-starting clocks. 
Description: Modernistic designs and 
materials; some materials used: pig- 
skin, chromium, Maidou burl, cork, 
black carrara, white holly, mahogony, 
black maple; model 4090 illustrated, 
polished chromium frame, plate glass 

dial, markers etched on dial. 
Prices: From $5.95 to $23.75.—Electrical 

Merchandising, January, 1935. 





(Please turn to page 55) 
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Outstanding Features 
make Outstanding 


VALUE | 






with juice extractor 
520.95 Denver and West $21.95 

without juice extracto 
418.45 Denver and West $19.25 


Cenadian Price $26.75 Complete. 
Westers Oanadien Price Slightig 


ee per gr Look at these 
iat ie’ ™"* Model D features 


Concentrate on Model D Magic Maid—the 
mixer with plus value features! 


Modern Design. Model D has black Hake 
lite handle and brilliant jade green finish 
and sparkling opalescent bowls to match 
(or ivory finish) 


change from large to small bowl without 
removing platform 


Titt-back Meter. Important for quick at 
tachment or detachment of beaters 
Adjustable Motor Height. Greater ease and 
efficiency in beverage mixing 


Attachments. Model D has a most useful 
line—and at easy-to-buy prices 


Efficiency. Powerful 3-xpeed motor performs 
every task with ease. No radio interference 


Twe-pesition Handle. 100% convenience in 
portability. Lifts off stand with hand in 
verticle position. Easy to use at stove in 


in - 
wrizontal position. Appliances through your jobber. 
Dual-dise Revolving Pilatiorm. Instant THE FITZGERALD MFC. CO.. TORRINGTON. Conn 


FITZGERALD 


MAGIC MAID 


Send for complete Magic Maid selling plan 
Order Magic Maid and ST AR-Ruc 








REVOLUTIONIZE 


WASHING-MACHINES! 











N MANY SECTIONS, water contains hard- 

ness and is not suited for use in wash- 
ing machines. Hardness destroys soap and 
makes sticky soap curds. These spoil the 
quality of wash, discolor it, and give it a 
rancid odor. 

Water alone causes these troubles; the 
most efhicient design of washing-machine 
cannot overcome them. Now there is avail- 
able to washing-machine distributors a por- 
table water softener. It is made by the larg- 
est manufacturer of water treating equip- 
ment in the world. Ic sells at $25 retail. It 
is called the Model P-5 Permutit Water 
Softener. 

It is strongly constructed of high-copper 
brass, chromium plated. It adds no chem- 
icals to the water. It saves half or more of 
the soap. It makes wonderful suds. Not 
only does it soften the water used in the 
washer . . . but being portable, it can also 
be affixed co faucets in bathroom and 
kitchen. It gives wonderful sofe water for 
bathing, shaving, cooking, dishwashing. 

Besides giving your washing-machines an 
enormous sales and operating advantage 
over Competitors .. . it is a product which, 
selling in its own right, has a vast un- 
touched market. it will help carry the cost 
of your sales force. It will, enable you to 
canvass, profitably, every home in your ter- 
ritory. It is sold by quick dramatic demon- 
stration in the home. 

You need this product for two reasons 
(1) co stimulate your washer sales; (2) to 
make you additional profits chrough its own 





sales. Write at once for full information, 
for discounts, and for territories available. 
The Permutit Company, 330 West 42nd 
Street, New York, N. Y. 





The Model P-5 Per- 
mutit Water Sofrencr 
is shown as attached 
to a washing-machine. 


The new model P-5 











CORD SETS 


MOVE FAST 


HEATER CORD 





G-E Utility Unicords are neces- 
sary to every household. Sell 
them as replacement cord sets 
for use on portable lamps and 
appliances, other than heating 
devices. (See below.) G-E Util- 
ity Unicords are made up of all- 
rubber cord with an unbreak- 
able all-rubber plug moulded 
to one end. The other end is 
stripped, ready for wiring. 
They are eight feet long, and 
are available in three attrac- 
tive colors: gray, brown, ivory. 


For heating devices, sell G-E 
Heater Cord Sets (Cat. No. 
49X432). They are made up 
of 10,000-cycle heater 
and are of great dependability. 
There is 


cord 


an all-rubber plug 
moulded to one end and special 
heater plug on the other. They 
are seven feet long. 


These two G-E Cord Sets pro-’ 


vide you with profitable quick 
Display them 
on your counters. . 


turnover items. 
. remind 
your customers to buy. G-E 
Unicords are attractively pack- 
aged in individual boxes with 
cellophane tops. See your near- 
est G-E Merchandise Distribu- 


tor for complete information. 


nr 
YZ, 
GENERAL 


ELECTRIC 





WIRING DEVICES 


MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC COMPANY 
BRIDGEPORT, CONNECTICUT 
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climate, and the universal availability 
of negro servants, that to have includ- 
ed it with the North would have con- 
fused the average results, for both sec- 
tions. 

The information was gained in face- 
to-face calls by trained interviewers, 
working out of district headquarters 
offices established in Boston, New 
York, Philadelphia, Pittsburgh, Cleve- 
land, Chicago, St. Louis, Kansas City, 
Portland (Ore.), San Francisco, Los 
Angeles, Charlotte (N. C.) and 
Spring Valley (Ill.), the last-named 
being the base for a survey in a small 
town and rural district. 


WHY WOMEN BUY 


The motives which lead women to 
buy deserve all the attention that can 
be given them. The feminine mind ap- 
parently values the superiorities of 
electrical devices in the following 
order: 

% 

Saving of time and labor____.41 

Simplification of housekeeping.___..20 

Release from restrictions in home- 























management 4 
Cleanliness 15 
Convenience 14 
Superiority of results sie 10 
Money-saving 6 
Greater dependability..____. a 
Better appearance 1 


DEPENDANCE ON MAKER'S BRAND 


Evidently a good deal of confidence 
has been built up in the standard-brand 
appliances of national manufacturers, 
for 77% of the women felt that the 
manufacturer's brand on a device was 
more important than the dealer from 
whom they bought it, largely becaus = 
they felt the brand to be a guarantee 
of reliability and standard quality. 
10% of the women had had such a 
good experience with their dealer, that 
they had more confidence in him than 
in the maker of the merchandise. The 
remaining 13% had no opinion. Ap- 
parently, an appliance dealer’s biggest 
asset, aside from his own reputation 
for integrity, lies in the trademark and 
advertising of the branded line he car- 
ries. 


THE INFLUENCE OF BEAUTY 


A great deal has been written in late 
years about the value of beauty as a 
selling force; it is rather startling to 
see how little this influence seems to 
have been felt by the 15,000 women 
interviewed. 49% considered some 
electric devices especially good-look- 
ing; 37% did not so consider any; 
14%, who did not answer, presum- 
ably had never given the idea any 
thought. 

Of the 49% who did consider some 
electric appliances good-looking, in a 
trifle over half the cases it was a refrig- 
erator whose appearance they admired, 
and slightly over a quarter of them 
had been struck by the attractiveness 
of a range. All the other species of 
electrical appliances apparently missed 
the mark so far as beauty appeal goes; 
the best of them in this regard were 
food-mixers and percolators, whose ap- 
pearance had appealed to 4% of the 
49% who noticed such things at all. 

On the other hand, of course, it may 
be that this seeming indifference is due 
to a general high level of beauty in 
electrical appliances ; it is quite possible 
that any manufacturer reckless enough 
to neglect beauty entirely, and bring 
out something noticeably ugly, might 
find himself instantly noted and pun- 





Why They Buy 


eee CONTINUED FROM P. 1) ———— 


ished by public taste. It flies in the 
face of all observation to suppose that 
women are indifferent to beauty and 
appearance in anything. 


PRESENT PRICES ARE FAIR 


There has been some public lamenta- 
tion recently about the popular de- 
mand for inferior “bargain merchan- 
dise”’, for “bargains at any price’’, but 
these 15,000 housewives showed a 
very just sense of values when asked 
to estimate a “fair” price for various 
appliances; iron, washing machine, 
vacuum cleaner, refrigerator, waffle- 
iron, and fan. In general, their esti- 
mates were very close to the actual 
market prices of such devices. It is 
perhaps permissible to assume from 
this that there is no general feeling 
that present prices are unduly high, 
quality considered. 

A curious detail of this question- 
naire was that owners of relatively few 
devices, who are probably operating on 
slerder income, consistently estimated 
the “fair” prices of appliances at a few 
percent lower than the market price; 
while those who already have many de- 
vices, and are presumably less pressed 
financially, consistently estimated the 
“fair” price a few percent higher than 
the market. 


AND OPERATING COSTS 
ARE REASONABLE 


In reply to the question—“Do your 
appliances cost more to operate than 
you expected?”— 82% said “No”, 
12% said “Yes”. 

Asked whether any of their devices 
cost less to operate than they had ex- 
pected, 17% said “yes”, while 73% 
said “No”. People with a mathemat- 
ical bent can, therefore, figure out 
that the American housewife experi- 
ences about a 5% feeling of pleased 
surprise, or at least, of relieved ap- 
prehension, on receiving her first Kwh 
bills after buying a new device. 


WHAT THEY ARE GOING 
TO BUY NEXT 


The general feeling of caution preva- 
lent in the country at the time of the 
survey, was evidenced in the small 
number of women (17%) who would 
say they definitely would buy any new 
appliances this year, (though 10% 
planned to get a refrigerator, a va- 
cuum cleaner, or a washing machine). 
Or it may be that this cautious atti- 
tude was due to fear of being assailed 
by high-pressure salesmanship, which 
most people will go far to avoid. 

But the women were very willing to 
tell what they would /ike to buy, ee 
they felt able; the order of preference 
ran thus: 


LARGE SMALL 
APPLIANCES APPLIANCES 
%o 
Refrigerator 28 Food Mixer 15 
Vacuum Cleaner 12 Toaster il 
Washing Ma- Waffle Iron 9 
chine 10 ~Percolator 5 
Ironer 8 Fan 3 
Range Iron 3 
Sun Lamp 2 Warming Pad 3 
Room or Portable Grill 2 
Heater 2 
Dish-washer 1 
Water Heater 1 





PRIVATE HOUSES vs 
APARTMENTS 


People who live in a house of their 
own are likely to buy more appliances 
than apartment-dwellers. The aver- 
ages are: Family in house, 6.5. Family 
in apartment, 5.8. Family in part of 
a house, 5.6 

The apartment-dweller is likely to 
have less room, and less sense of per- 
manence, than the occupant of a sep- 
arate house. The dwellers in “part of 
a house” undoubtedly included many 
people who were “doubling up” under 
the pressure of the depression, who 
would be both temporary and hard up. 


SIZE OF FAMILY 


The number of people in a family has 
an odd relation to the number of its 
appliances— 


NUMBER IN 
THE FAMILY APPLIANCES 
1 4.9 
2 5.9 
3 6.3 
+ 6.6 
5 6.4 
6 6.1 
7 or more 5.9 


Perhaps families with many chil- 
dren do not have as much money to 
buy appliances. At any rate, more than 
two visits of the stork evidently tend 
to discourage appliance sales, but only 
in slight degree. 


INCOMES AND APPLIANCES 


As might be expected, the larger the 
family’s income, the more appliances 
it owned, the average of five groups 
being— 


LOW INCOME LOW AVERAGE 
4.0 5.0 
AVERAGE 
6.1 
HIGH AVERAGE HIGH INCOME 
7.9 8.8 


Also, as might be expected, the larg- 
er the home, the more appliances ; pre- 
sumably a family able to afford a large 
home will have the money to buy ap- 


pliances. The average results, for 
homes of various numbers of rooms: 
ROOMS APPLIANCES 

1 3.9 

2 4.5 

3 5.4 

a 5.3 

5 6.0 

6 6.2 

7 6.7 

s 6.3 

9 7.1 


TWO SMALL INCOMES, 
BETTER THAN ONE BIG ONE 


Though a big home, with big income, 
and big staff of servants, is a good cus- 
tomer, two little homes with little in- 
comes are better. Two three-room 
houses use far more appliances than 
one house of six rooms or even nine; 
a home with no servant uses almost 
two-thirds as many appliances as one 
with three servants; and the highest- 
income group have only 44% more ap- 
pliances than the general average. Ap- 
parently, the total wealth of a com- 
munity is more valuable to the appli- 
ance business when split into many av- 
erage homes and incomes, rather than 
into a smaller number of larger ones. 
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Selling Appliances 
Without Money 


wees CONTINUED FROM P. 23 


to time Mr. Thomas runs the picture 
of a cow in his advertising, with the 
query “Isn't it time you turned me in 
on a washer ?” Usually there are from 
three to four queries a day from those 
who wish to purchase cows. If a man 
wants two or three, it is worth while 
running him out to the ranch to look 
them over. Frequently all that is nec- 
essary is to direct him to the place and 
to let him make his own selection. 

The trades are not confined to cows, 
of course, although such transactions 
are favored because of the quick turn- 
over assured. Such merchandise as pia- 
nos, dining room tables, even used au- 
tomobiles are offered. If they have real 
value, Mr. Thomas will take them in. 
Of course, it is not to be expected that 
the company’s salesmen will have 
knowledge of values in all these fields. 
But there are always ways of finding 
out what the article is worth. When 
in doubt they are instructed to state 
frankly that they will have to find out 
first what they can allow on the ar- 
ticle offered. 


HIS is by no means the only 
method of promotion which the 
store has used. Mr. Thomas believes in 
keeping something doing all the time. 
At one time he ran a full page adver- 
tisement in the paper with all cuts up- 
side down. “Everything is upside down 
in this store’, the headlines read, com- 
menting on the special values offered. 
The window displays carried out the 
same idea effectively. Recently a four 
weeks guessing contest brought a large 
number of new customers to the store. 
Each week a new problem was set. For 
the first week a turntable bearing a 
radio was kept in constant motion, the 
customer being required to guess how 
maay turns it would take during the 
week. The radio was the prize. During 
the second week the task was to make 
the largest number of words possible 
from the name of a food mixer, with 
the mixer as the reward. A Maytag 
washing machine was awarded during 
the third week for the best essay on 
“Why I Prefer a Maytag Washer” 
And for the fourth week a guess as 
to the number of minutes the refrig- 
erating unit of an electric refrigerator 
would be in operation brought a chance 
of winning the refrigerator. Anyone 
applying was given one free guess on 
each contest. Thereafter tickets for 
registering guesses were given out with 
every $1 purchase. The merchandise 
awarded cost the store $200, the ad- 
vertising in connection with it $350 
more. At the end of two weeks there 
were 7,000 names already registered 
on the store’s books, which means that 
the contest had already paid for itself 
ten times over. And it is to be noted 
that most of the contests in themselves 
were good publicity, by directing at- 
tention to the value of Maytag wash- 
ers, to the name of the food mixer, or 
to the very few hours of operation 
actually required to keep a refrigera- 
tor at the desirable low temperature. 
But it is to his offer of accepting 
trade-ins that Mr. Thomas credits the 
largest part of his success in this dif- 
ficult period. Of the $1500 clear prof- 
it which he figures for the first six 
months of 1934, fully half, he believes, 


was the result of accepting “swaps”. 
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TOASTERS in two new models with 
im attractive hostess tray including 
bread board, etc., are displayed by the 
Utility Electric Co. in a recent broad- 


side No. 1 


PLUGS AND SWITCHES—In Har- 
vey Hubbell’s new catalog dealers will 
find an assortment of cord sets, sockets 
ind similar wiring material co satisfy 
the most particular customer. No. 2 


SPECIALTIES—Dealer and distribu- 
cor catalogs have been issued by Eagle 
Electric Mfg. Co., Inc., giving their 
full line, ranging from wiring devices 
tO an interesting assortment of novel- 
ties. No. 3 


CARBONS No matter what your 
replacement carbon requirements, you 
will find an answer in the latest cata- 
log af The Ohio Carbon Co. No. 4 


WASHERS AND IRONERS made by 
Easy are illustrated in color with full 
descriptions in a new catalog, which 
tells how to sell their equipment 


No. 5 


HEATERS—The Thermador Electri 
cal Mfg. Co. in an interesting set of 
new sheets for your catalog file shows 
their many models of room heaters for 
the home and also some new water 
heaters they have added. No. 6 


CLOCKS with faces of the new nu 
meral type are shown in several new 
models, with a description of the me 
chanism, in the new circular of the 
Pennwood Co. No. 7 


WIRING DEVICES recently added 
to their line by The Bryant Electric 
Co. are shown in sheets to bind into 
your catalog. No. 8 


DEALER 
LITERATURE 


From the Manufacturers 


Manufacturers issue new booklets, leaflets and other printed 


material from time to time which can be of considerable help 


to electrical merchants not only in selling but in buying as 


well. Listed below are some of these recent pieces of literature. 


If you are interested in securing copies of this material, put 


a circle around the key number of the coupon and we'll pass 


on your request to the various manufacturers at no cost to you. 


LAMPS, including many models of 
the new indirect lighting type, are 
shown in an attractive catalog full of 
ideas issued by Lightolier. No. 9. 


W ASHERS-IRONERS — Any dealer 
who knows washers will appreciate 
the splendid job done by ABC on 
their fine booklet giving every model 
with its specifications and selling 
points. No. 10. 


RANGES that fit the cooking needs 
of every customer from pot of coffee 
to elaborate dinner are shown in a 
booklet issued by Standard covering 
their full line of products. No. 11. 


GRILLS and toasters in the lower 
price range are fully illustrated in a 
series of catalog sheets issued by Stern- 
Brown. No. 12. 


APPLIANCES from toasters to elec 
tric heaters are illustrated in the recent 
catalog of Proctor & Schwartz Electric 
Co. No. 13. 





CIRCLE NUMBERS 


SIGN. 


ELECTRICAL MERCHANDISING 

540 West 42nd Street, New York, N.Y. 
[ am putting a circle around the num- 

bers that look interesting. I'd like to 


get a copy of these pieces of literature. 
SIGNED 


COMPANY 


STREET ADDRESS 
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CITY STATE 


..CLIP OUT AND MAIL 


TITLE 


WIRING DEVICES in all the many 
styles made by Arrow-Hart & Hege- 
man are given in their latest catalog 
with full prices, etc. No. 14. 


OIL BURNER — An enclosed unit 
perfected by Wayne Oil Burner Corp. 
is well illustrated and described in 
their recent folder, which includes al- 
so a description of their water heater. 
No. 15. 


LAMPS of the new I.E.S.-approved 
type which come in three finishes are 
illustrated in a recent sheet issued by 
Venus Lamp Corp. No. 16. 


CLOCKS to satisfy the taste of your 
customers who like modernistic de- 
signs are shown in the mailing piece 
issued by Herman Miller Clock Co. 
No. 17. 


LIGHTING —. Rembrandt Lamp 
Corp. has illustrated in their recent 
broadside a number of their newer 
lamps with decorative shades. No. 18. 


WIRING DEVICES of many novel 
types, as well as tubular lamps of sev- 
eral styles, are shown in the catalog of 
C. D. Wood. No. 19. 


WATER SYSTEMS — Dealers who 
take advantage of the opportunity to 
install rural equipment will get help 
from catalog No. PW34 of The F. E. 
Myers & Bros. Co. No. 20. 


REFRIGERATORS — There isn’t a 
dealer who won't get dope that hel 
him sell from a booklet written 
Westinghouse really for youngsters 
but actually filled with the principle 
of electric refrigeration told in ABC 
terms that we can all understand. 
No. 21. 





WASHERS of many 


and in 
many colors are illustrated in Prima’s 
new catalog which includes complete 
specifications. No. 22. 


IRONS and how to sell them are cov- 
ered in a booklet that will give you 
real selling information issued by The 
Coleman Lamp & Stove Co. No. 23. 


PLASTICS—The interesting story of 
Bakelite’s manufacture as well as ex- 
amples of its many applications in the 
field of electrical appliances are de- 
scribed and pictured in a booklet is- 
sued by the Bakelite Corp. No. 24. 


TELEPHONES— Dealers looking for 
a new side line will be interested in 
descriptive literature on the “Serv-U- 
Fone” system of the Automatic Elec- 
tric Sales Co.— a system of two to 
eight stations for office, factory or 
home. No. 25. 


RANGES—If you'd like to see an ex- 
cellent booklet got out by a prominent 
electrical association telling you how 
to educate your customers on the ad- 
vantages of electric ranges and why 
they ought co have them, put a circle 
around No. 26. 


LIGHTING in one or two new ceil- 
ing designs are shown by Guth in a 
new page they issue for your catalog. 
No. 27. 


LAMPS—A well illustrated and in- 
teresting booklet is issued by Chase 
Brass & Copper Co. showing their full 
line of table lamps suited to rooms 
in many periods of design. No. 28 


APPLIANCE SALESMANSHIP is 
the title of a series of six excellent 
booklets recently issued by Waters- 
Genter Company to help dealers be- 
come better retail salesmen. Sure to in- 
crease almost any man’s sales. No. 29. 


VACUUM PARTS — If you some- 
times wonder where you can get parts 
for some of the standard lines of 
cleaners, you will be interested in the 
catalog of Re-New Sweeper Co. No. 
30. 


VENTILATORS to take care of the 
problems of your customers who need 
an exhaust fan in their home are 
shown in a broadside issued by the 
Marathon Electric Mfg. Corp. No. 31. 
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Emergency Cooling 
of Condensers 
By S. Bend 


A standard 8-inch electric tan can be 
used to circulate air through a condenser 
while awaiting a new belt for the regular 
circulating system. The fan may even be 
wired into the circuit to provide automatic 
circulation when the compressor starts, in 
the event that it takes a day or so to secure 
a belt. 


Repair of Brush-Type Motors 
By B. O. Bass 


o 

Old brush-type motors such as those used 
in cleaners, sewing machines, fans and gen- 
erators can be made to give extended ser- 
vice by giving them the following general 
overhauling: 

1. Re-insulate frayed wires. 

2. Level out any hollows worn in the 
commutator by the brushes by grinding or 
cutting down on a lathe, first under-cutting 
mica to about one thirty-second in depth 
between the copper segments. A thin screw- 
driver with its blade ground square and 
sharp corners is a good under-cutting tool. 
If no lathe is available use a one inch file 
held flat against the commutator with 
thumb and forefinger. Twist the rotor with 
thé other hand. Clean out segments again 
and polish with a strip of extra-fine sand- 
paper wrapped around the commutator. 
Grind brush to fit commutator by wrapping 
the commutator with a strip-of fine, nar- 
row-width sandpaper and rubbing the 
brush on the paper until the-proper hollow 
is secured. Replace and run motor, wiping 
off the first carbon film from the commuta- 
tor with a rag on a screwdriver. 

3. Tighten possible worn bronze bear- 
ings by driving the end bearing out and 
hacksawing through one wall of it to form 
a semi-split bearing. The split-bearing may 
be tightened by hitting it with a hammer 
before fitting it on the shaft. 


Essential Refrigeration 
Service Tools 
By E. F. Staunton 


Following is a list of the tools which I 
consider essential for a well-equipped re- 
frigerator repair shop: 

1. Pinch-off tool . . . Used to stop a line 
of copper tubing while making repairs 
without losing gas. Also opens the tubing 
afterward without rupturing the metal. 

2. Tube-cutter and reamer. (Looks like 
miniature plumber’s pipe-cutter with steel 
reaming blade at one end) . . . Makes a 
really clean cut in copper tubing. 

3. Flaring tool .. . Prepares tubing for 
air-tight coupling to all standard flared fit- 
tings. Soldered fittings are the only other 
types used in domestic equipment. 

4. Acetylene or gasoline soldering torch 
... A good alcohol torch is practical on 
inch pipe but is extremely slow. 

5. Refacing tool with five flutes .. . 
More of a salvage than a service tool. Used 
for refacing flared ends of S.A.E. fittings 
which have been dented, scratched or 
scored. 

6. Temperature and pressure control 
pump ... A time-saver to secure exact 
temperature or pressure of gas without 
waiting hours until refrigerant naturally 
reaches the desired temperature. 

7. (6) Spiral-spring tube benders ... 
Permit bending of copper tubing without 
kinking or stoppage of passage. 

8. Ratchet valve wrench . . . The only 
type for Y% inch valve stems which will 
permit adjustment in the smaller boxes. 




























































































DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


By W. W. MacDonald 


Service Editor 


9. Packing gland wrench .. . A stud for 
the ratchet valve wrench which fits brass 
packing glands of refrigeration valves. 

10. Thermometer ... Alcohol type with 
Fahrenheit scale preferred. 

11. Compound gauge . . . Should measure 
about 30 inches of vacuum on one side of 
the scale and 60 lbs. of pressure on the other. 

12. Pressure gauge . . . About 0-300 Ibs. 
Big enough for all home and small commer- 
cial jobs. Not suitable for dry-ice plants 
using carbon dioxide. 

13. Wattmeter . . . 0-750 scale with line 
shunt switch to protect against excessive 
starting currents. An a.c., 0-10 ammeter and 
a good a.c., 0-150 voltmeter will serve just 
as well if you don’t mind the error due 
to power factor in calculating operating 
power. 

14. White lead . . . For sealing pipe 
joints. 

15. Ammonia .. . To locate SO2 (sulphur 
dioxide) gas leaks. (Ed. Note: And for re- 
viving the customer when presenting your 


bill!) 


16. 0-10 lb. Scale .. . For weighing gas 
drums. Experienced men guess quite ac- 
curately. 

17. 6” Stillson wrench . . . Two will be 
appreciated when you encounter rust or 
corrosion. 

18. (6) End wrenches ... A kit of sizes 
between Y4 inch and 114 inch. 

19. 8” Crescent wrench ... 

20. Tee wrench ... Or you'll lose plenty 
of tee couplings. 

21. Can sulphur-dioxide refrigerant oil . . 

22. Can methyl chloride refrigerant oil 
. .. Don’t try to use winter automobile oil 
in the presence of these chemicals. 

23. Dentist’s surgical mirror . . . Hooked 
onto a pocket-pen flashlight it will be the 
handiest tool in your kit. 

Additional items are probably already 
available in any repair shop: Screw-driv- 
ers, ratchet brace and assorted bits, claw 
hammer, hacksaw, square edge bastard files, 
side-cutting and straight pliers, 0 or 00 
emery cloth, rubber and friction tape, 
solder and flux. 


WeE PAY FOR THESE 


Many of ELECTRICAL MERCHANDISING'’s subscribers 
who repair domestic appliances have expressed a need 
for a practical “idea exchange”. 


This new “experimental” section is our answer. 


We'd like to know how many of our readers are genu- 
inely interested. Future editorial policy will depend to a 


large extent upon reader response. 


What specific data would you like to see in coming 
issues? Tell us what you want. We will, incidentally, pay 
regular rates for all practical items accepted for publi- 
cation. They need not be literary works of art. 


Address: Service Editor, ELECTRICAL MERCHANDIS- 
ING, 330 West 42nd St., New York City. 
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Tips on Tape 
By R. N. Rauth 


Permanently neat taping of wires feed- 
ing heater cords, flat iron cords or extended 
drop cords may be secured by splitting com- 
mon ¥% inch friction tape in half, heating 
it slightly with the flame of a match, ap- 
plying it tightly to the cord and then heat- 
ing again. This practically “welds” the 
tape in place. 

Plugs on drop cords often short circuit, 
due generally to the “fraying” of stranded 
wire. This trouble can be permanently cor- 
rected by jamming a wad of friction tape 
inside the plug, between the terminals. 


Common Refrigeration 
Complaints 
By Paul G. Freed 

The most common complaint I receive on 
refrigerators sold by my store is: “It won't 
make ice-cubes”. This is generally due to a 
cold-control setting so low that ice-making 
is impossible. People should be educated not 
to work the box so close to the line in order 
to cut light bills. 

Another cause is installation of the re- 
frigerator in cold rooms. The motor does not 
run often enough to freeze them. Tell the 
customer to place a pitcher of boiling water 
in the food compartment when cubes are 
required. 

On units which utilize an automatic cut- 
out switch in place of a fuse customers com- 
monly complain about the switch popping 
out all the time. This is generally due to 
poor air circulation, usually caused by a 
dirty condenser unit. Clean it before look- 
ing for motor trouble. 

An annoying whistle is sometimes caused 
by a compressor seal. Proper lubrication 
usually corrects it. People should, also, be 
discouraged from shutting the refrigerator 
off to conserve current. This removes lubri- 
cation from the seal, it dries out and cor- 
rosion sets in. Small holes eventually appear 
in the seal and then the only remedy is to 
dismantle the refrigerator and replace the 
seal. 

When complaints of noise are received 
on a unit using a belt-driven compressor 
examine the belt for hills and valleys before 
checking the motor or compressor. 


Oil Washers Sparingly 


By Fred P. Steinmetz 

Use oil sparingly when lubricating motor 
bearings of washers. Too much oil frequent- 
ly gums up the slip rings. 

Small fan motors using little, square car- 
bon brushes frequently wear out these 
brushes. Old brushes out of automobile gen- 
erators can often be used for replacement 
Cut them up to the required size. 

NORGE P54. (Refrig.) Seai squeaks . . . 
Close off the high side valve and the low 
side valve and turn the compressor up- 
side down. Run it for a few minutes by 
holding the compressor with your hand so 
that the motor cannot pull it out of line. 


Cleaning Thermostat Contacts 


By B. Lamoni 

Thermostat contacts are generally warp- 
ed or damaged if the usual contact file is 
used to clean them. Thin strips of fine sand 
paper are slower but can be drawn through 
the spacing and will clean the contacts 
without hurting them or materially chang- 
ing their setting. 


Soldering Resistance Wire 
By S. N. Kendall 
Soldering of resistance wire used in most 
heating elements can be accomplished, be- 
lieve it or not, by scraping the almost in- 
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NO WONDER Leonard Dealers Smile 


EONARD dealers can well afford a broad 
smile of satisfaction whether they think 
of the swell 1934 job behind them or the 
rosy prospects for 1935. They know that the 
Leonard Franchise is worth real money to 
them — because they know that Leonard 
came through 100% on its promise to deliver 
prospects right into their stores. 


That promise has been renewed for 1935. 
Leonard greets the new year with a refined 
line (12 models of the complete refrigerator) 
that ranges in price to meet every income 
and that absolutely answers the demands of 
98% of refrigeration buyers. One line that 
has everything! 


Prospects are coming the Leonard dealer's 
way — and prospects mean sales and profits. 
Leonard plans for 1935 cover every month 
like a blanket with aggressive, hard hitting, 


proved promotions that pull. Leonard 
is all set to get behind the dealer in a big- 
ger way than ever. A dealer couldn't get 
more backing. 


Leonard knows your problems — and, what 
is more, Leonard cares about them. If you 
want sled-length cooperation in making 
refrigeration sales, hook up with Leonard 
for 1935. Your store will hum with activity. 


Remember this — Leonard public acceptance 
is definitely on the increase— when you 
handle Leonard you handle what the people 
want. We have the proof—it's up to you to 
cash in on it. 


A Leonard Franchise is something to crow 
about. Wire or write. . . . LEONARD 
REFRIGERATOR COMPANY, /4257 Plymouth 
Road, Detroit, Mich., and London, Ont.,.Canada. 
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visible film of oxide off, brightening the 
wire, and dipping rosin-core solder in a 
good soldering paste before applying the 
iron. 

Where the wire attains sufficiently high 
temperature to melt applied solder tiny bolts 
and washers should, of course, be used. 


\ppliance Continuity Tests 
By P. Sangin 

An ordinary house buzzer connected in 
series with the secondary of a bell-ringing 
transformer and a pair of test prods makes 
an excellent continuity tester for appliance 
work, 

In the first photo the testing devise is 
shown in use to check the continuity of a 





connector cord. In the second photo it is 
seen in use as a check for short circuit be- 
tween the connector prongs of an iron and 
the frame. 

For checking clement shorts or opens 
more current is required. I use a 10-watt 
lamp in series with the 110 a.c. line and 
the prods for this test. 


Handy Appliance Tester 


By S. 8. Balsam 

Here is a neat and practical device for 
testing all kinds of appliances. I have it 
wired flush with my sales counter for rapid 
checking. 

Four raised sockets form the unit. One 
receives a 10 ampere fuse, a second is equip- 
ped with a 5 watt lamp, a third has an out- 
let of the “bayonet” type screwed into it. 
The fourth socket has its sides stripped off 
so that lamps may be connected without 
having to screw them in place. 

To test appliances I first insert their cord 


(0 amp 
fuse 


pen, af. ) 
Dy 


yy Outlet 
ocket 


5 w /amp 
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only into the bayonet receptacle, with the 
tester switch in the “off” position. If the 
cord is shorted the pilot lamp lights. 
Then I connect the appliance to the cord. 
The pilot lights if there is continuity 
through the appliance. To make the appli- 
ance work the tester switch is turned “on”, 
cutting out the pilot. 

Lamps may be simply snapped into posi- 
tion in the stripped socket for quick testing. 
Ihe tester switch is used in the “on” posi- 
tion for this purpose. 


Replacing Flare-Nuts 
By J. P. Kennedy 


A common cause of refrigerator trouble 
is the bursting of a flare-nut and resultant 
gas leakage. Moisture in the gas is the 
usual cause. It settles in the nut, freezes 
and cracks the case of the nut. 

The photos show repair procedure: 

In the first photograph a pinch-off tool, 
at the extreme left, is clamped on the pipe 
in the event that there is no handy shutoff 
valve in the system. A second pinch-off is 
used to seal the pipe on the other side of 
the leak. If there is adequate pipe an at- 
tempt is made to replace the original coup- 
ling. A pipe-cutting tool is used to sever 
the tubing, a steel blade in this same tool 





reaming out inside shavings after the cut 
is made. 

Ihe second step is to slip a new drop- 
forged flare-nut on the pipe and clamp 
a flaring tool to the pipe. A few turns of 





the handle makes a form-fitting flare. 

In the third picture the pipe, flare-nut 
and a line-strainer are ready to go together. 
In the foreground, left to right, are: flared 
tube-sealing plug, small copper seal cap, 





reducing flare-nut. Under the pipe is a 
common flare elbow. In the background: 
A spiral spring steel tube bender. After the 
joint is wiped with white lead and tight- 
ened the pinch-off tool is used to open the 
pipe and reform it where it was pinched 
shut. The round holes in the tool fit all 
standard pipe. 

My usual charge for repairing a flare- 
nut leak in the customer’s home is $7.50. 
If new gas must be added to secure the 
proper pressure at the existing room tem- 
perature $2.50 extra is charged. I realize 
that these are considerably higher than the 
average shop charges but I cannot see how 
the work may be done at a profit, consid- 
ering my overhead, for less. 


MAKES and MODELS 


IPEX. (New Wash.) Oil appears in tub 
... Replace packing tube located on agita- 
tor shaft. Do not attempt to repack unless 
you have all necessary equipment. 


APEX M2. ( Wash.) Rotor tube continually 
revolves in one direction . . . Count rings, 
located on axis of tub, are either loose or 
lug of one ring is broken. 


EASY. (Wash.) Oil appears on wringer 
rolls while clothes are being put through it 

. Wash all gears and parts of wringer 
with gasoline. Re-assemble and re-oil spar- 
ingly. Instruct owner against over-oiling. 


ED. NOTE. May we suggest that repair- 
men clip these items and file them alphabet- 
ically by tradename in a scrapbook. They 
represent practical experience of men in the 
field and can save you hours of laborious 
checking. What similar troubles have you 
run across? We pay for all published items, 
of course, and will expand the column if 
correspondence indicates a real need for it. 


FADA CORDLESS. (Iron). Broken con- 
tact protruding from back of iron . . . Con- 
tact is made of one-piece copper, is 1/2 inch 
long by ¥% by %. The threaded shaft on 
one end snaps off close to the body. Cut off 
the balance of the shaft close to the body 
and drill an eighth inch hole in the body. 
Tap the hole and screw in a 1 inch by & 
bolt about 4% inch into the hole. Cut off 
the head and replace the part. It will be 
stronger than the original. 


FRIGIDAIRE. (Refrig.) Top liquid line 
valve on coils should remain open and frost, 
while bottom valve in suction line, or out- 
let, should remain open and be defrosted 
in normal operation. If the reverse is true 
. . . Float valve is stuck, or the screen in 
the suction line is clogged. Replace screen 
by closing suction line valve at coil, allow- 
ing compressor to run about five minutes 
to pump down gas in suction line. Remove 
old screen and put in new one. It is a unit 
about 1) ft. long with threads on each end, 
fastened between coil and shutoff valve 
at suction line. If float valve is stuck close 
shutoff valve at suction line and allow 
compressor to run for an hour or two. This 
will break the stuck valve loose if it is 
possible to do so. Release suction line shut- 
off valve at coil and the machine will 
run normally if the valve has been freed. 
If this is tried several times without result 
it will be necessary to replace the valve. 


MOHAWK Jr. (Refrig.) Machine refuses 
to run . . . Examine bellows in the ther- 
mostatic control. If the plunger is easily 
depressed replace the bellows. 


MOHAWK 48. (Refrig.) Machine runs 
continuously, expansion valve coated with 
ball of ice, compound gauge reads 20” of 
vacuum ... Moisture is frozen inside the 
expansion valve on the setscrew that regu- 
lates suction line pressure. To remedy this 
condition remove the expansion valve, take 
it apart and dry it in an oven. Re-assemble 
the valve and put a rubber cover over the 
adjusting screw. Then adjust for 5” pres- 
sure on the gauge. Incidentally, all Mo- 
hawks use 1! Ibs. of methy! chloride. 


PRIMA A, QA, QC, Spin-Dry (Wash.) 
Agitator sticks . . . This results from fail- 
ure to clean under the agitator after use. 
To free it remove the setscrew. It may be 
necessary to use a small punch, tapping it 
lightly to do this. Or, failing in this, drill 
three small holes above the setscrew and 
pour kerosene in these until the screw is 
freed. After the screw has been removed 
remove the flat-topped screw from the 
center of the agitator top and then remove 
the top. The top of the agitator gear will 
be exposed. Pour kerosene around the top 
of the gear and work the agitator around 
anti-clockwise. By adding frequent dous- 
ings of kerosene the agitator will be freed. 
It will still take a strong pull to do it. 
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BE SURE! 


to tell every new purchaser 


“ 


10 oe dm ob E-B Lol- Mod ON ol MB Odo a-Mlo sole! 


grids are made of Aluminum 


to save him time and money 


This working 
sales campaign 
brings results 


a has been tried out 
successfully all over the 
country. Get the de- 
tails—send in the cou- 
pon with your business 
letterhead. 








CHROMALOX 


REPLACEMENT RANGE UNITS 


Just to look at, they are superior range “‘top burners But drop 
one into place on a prospect's range — let ber try it out in actual 
service — and you've sold units not only for that range, but also 
for most of the ranges in the immediate neaghborhood. 

For Chromalox Range Units have cooking speed that people 
talk about — plus a flat top which is easy to clean, concealed wires 
safe against shock, and the metal-covered, refractory-embedded heat- 
ing element which is exclusive with Chromalox Units and ts largely 
responsible for the exceptional, long-time service which they give. 
Adaptor rings enable the units to fit any range now in use. 

Dealers everywhere who are running a sales campaign on these 
replacement units are coming through with quick and easy profits, 
besides making new contacts and building the customer confidence 
that puts pep behind general appliance sales and contract business 

Use the coupon below and get the full story 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Blvd., Pittsburgh, Pa 


Without obligation, send us complete data about Chromalox Super Speed 
Replacement Range Units and how we can make money selling them. There 
afte approx elec. ranges in the territory we serve. Check which 
[}] We sell elec. range [] We de not sell elec. ranges } Send us 
catalogs about Chromalox-equipped electric ranges 

Position 

Name 


PAGE 53 

















PAGE 54 





Power Washer Sales are 


EXTRA BUSINESS 


EASY STARTING 





2 


Gasoline 


on top of yout 
ELECTRIC 


WASHER 
VOLUME 


Get the most of this EXTRA 
BUSINESS by pushing wash- 
ers equipped with the easy- 
starting, 4-cycle, depend- 
able Briggs & Stratton Motor 
(standard on 93% of all makes 
of engine-driven washers). 


Write your Washer Manu- 
facturer or us for further 
details about the motor and 
our 1935 Plan for helping 
you get EXTRA BUSINESS. 


BRIGGS & STRATTON CORP. 
MILWAUKEE, WISCONSIN 


BRIGGS & STRATTON 


will 


DEPENDABLE 











What Happened 


——CONTINUED FROM PAGE 4(0— 


Buck received the citation was the 
pertection of a broad program of busi- 
ness stimulation and recovery, embrac- 
ing a cooperative activity which in- 
cluded practically every electrical 
dealer, contractor, distributor, and 
utility in the area covered by the asso- 
ciation. The program also extended 
to many other classes of business, 
which received direct benefit. 

In addition to substantial sales, the 
activity resulted in a material eleva- 
tion of merchandising standards and 
practices. 

Mr. Buck is credited with coining 
“you can’t economize yourself out of 
the depression—you’ve got to sell your- 
self out!” 

Then he sounded a call for an elec- 
trical merchandise Sales Rally. The 
call was attuned to, and reached, the 
ears of almost 5,000 dealers, utilities, 
manufacturers, distributors, contrac- 
tors and others in the association's 
territory. 

Then followed the inauguration of 
a movement that, because of its scope, 
effectiveness, flexibility and general 
applicability, not only in the Rocky 
Mountain region, but elsewhere, con- 
stituted a real contribution “to the 
advancement of the electric industry”, 
as a whole. 

The activity was formally launched 
during the annual convention of the 
Association, at Santa Fe, New Mex- 
ico. Within a very short time hun- 
dreds of electrical appliance outlets, 
in more than 60 cities and towns, 
had seized upon the idea. Denver, be- 
ing the location of the headquarters 
for the Association, became the main 
rallying point. Twice a month almost 
100 advertising experts, sales man- 
agers, wholesalers, contractors, utili- 
ty executives, department store offi- 
cials and others met to plan and carry 
on the most ambitious program in 
which they had ever engaged. Similar 
Sales Rally gatherings were held else- 
where in the territory. 





Hot off the griddle are the 1935 West- 
inghouse refrigerators. Special features 
include a revolving middle shelf and a 
self-ejecting ice cube tray shown in the 
picture above. “Streamline” is the word 
being used to denote the new line. 
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A Review of New Products 











Westinghouse Refrigerators 


Westinghouse Electric & Mfg. Co., 
Mansfeld, Ohio. 

Models: 18 Models: Streamline Deluxe, 
Streamline and Master Series. 

Capacities: Ranging from 2.1 to 20.1 
cu. ft. 

Special Features: Streamline Deluxe 
models equipped with revolving mid- 
dle shelf—guard rail protects dishes, 
prevents them from sliding, shelf 
revolves at slight pressure of hand, 
locks securely in place when in nor- 
mal position; makes additional stor- 
age space available; all-metal self- 
ejecting ice cube tray; triple drawer- 
type food compartment; handy-tray 
folds on door, removeable for ser- 
vice; oversize, enclosed fast-freezing 
froster; dial-type temperature control 
with econ-o-matic operating and de- 
frosting positions are other features; 
porcelain interior, Dulux or porcelain 
exterior. 

Streamline series incorporates same 
lines as Deluxe series; cabinet equip- 
ment consists of crisping pan, chilling 
tray for desserts, automatic light; 


handy-jack ice tray. 

Master series consists of chilling tray, 

automatic light, handy-jack ice tray 

release; exterior Dulux only.—Elec- 

trical Merchandising, January, 1935. 
v 





Arrow 


limesaver Devices 
trrow-Hart &@ Hegeman Co., 
Hartford, Conn. 
Description: Toggle switches, conven- 
ience outlets, safety lights available 
either in combinations or in tandem 
combined with standard boxes and 
plates on inferchangeable basis: for 
triple outlets center plug is molded 
with concave sides which provides 
better grip; entire line molded brown 
Durez. — Electrical Merchandising, 
January, 1935, 


v 
C-H Safety Switch 
Cutler-Hammer, Inc., 
231 N. 12th St., Milevaukee, Wis. 
Device: Safety switch adaptable to oil 
burners, domestic stokers air condi- 
tioning equipment, unit heaters and 
wherever a 30 ampere switch it used. 
Description: VWAxSY2x3Vy in.; top, bot- 
tom, side and rear knockouts permit 
easy mounting; front operated, double 
pole toggle mechanism with positive 
make and break; fusible type; black 
baked enamel with cadmium trim. 
Electrical Merchandising, January, 
1935. 
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Onan Lighting Plants 


D. W. Onan & Sons, 
43-51 Royalston Ave., Minn., Minn. 

Device: Modernistic, streamlined a. c. 
lighting plants. 

Description: Available in 300, 500, 1000 
and 2000 watt capacities; unit con- 
struction with generator mounted dir- 
ectly at crank case of engine; pro- 
vides 110 volt 60 cycle alternating 
current; 4-cycle engine air-cooled, 
using 6 volt ignition, float feed car- 
burator, mechanical governor, 6-volt 
starting motor and storage battery 
with remote control for self-starting ; 
pressure feed oiling through crank 
shaft, aluminum pistons and connect- 
ing rods, dynamic balance engine, 
socket base for rubber mounting are 
other modern features. — Electrical 
Merchandising, January, 1935. 





Wuekler Flexo-Dome 
Units 


Wuekler Flexo-Dome Co., 

195 Tremont St., San Francisco, Calif. 

Models: Lighting units for show-win- 
dow and other purposes; No. 205 at- 
taches to outlet-box plaster ring; No. 
11-205 attaches to porcelain socket. 

Description: Recently perfected to fur- 
nish means of directing reflected light: 
flexible, adjustable, fireproof fixture 
with supply wires ready for vonnec- 
tion to feed wires at top and alumi- 
num Baby White Kitten reflector and 
socket (medium or mogul) at bottom: 
metal stops and set-screws prevent its 
turning completely around and twist- 
ing wire inside; available in all 
wattages.— Electrical Merchandising, 
January, 1935. 








v 
ln 
in ae 
= eescee|t? 
- - 
=e. 





Standard Range 
The Standard Electric Stowe Co., 
1718 N. 12th St., Toledo, O. 


Model: 1450-G, combination electric 
and gas range. 
Description: 4-8 in. surface burners 


available in open “Speed Heet” type, 
KAY-67 enclosed type, or any com- 
bination of these 2 types; Standard 
unit cooker may be substituted for 
rear right hotplate at extra charge; 
porcelain enamel oven 16x18x14 in. 
equipped with temperature and time 
control; 2 burners at right for gas; 
36 in. cooking top; ivory, white or 
marbleized porcelain enaineled finish. 

Price: $200.— Electrical Merchandising, 
January, 1935. 
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tisements 
THE SATURDAY 


EVENING POST 





NO HEAT ? 


“Gracious! | forgot to tell you that it 
fell on the tile floor, yesterday.” 


“Brrrr! Heater no good when | need it 
most—just because the plug is smashed 
—Brrevf 


“Listen, dearl Buy one of the new 
cords, today, with a Belden Soft Rubber 
Plug—they never break, you know.” 


Belden Soft Rubber Plugs ore sold attoched to 
approved cords for new opplionces of on repla: 2- 
ment cords for old ones. look for the nome— 
Belden —on the plugs of new 








oppliances ond on all replace 








UNBREAKABLE SOFT RUBBER PLUGS 





| 4663 W. Von Buren St, Chicago, Iii. 





THIS outstanding 
leader means addition- 


al fan sales for you. 
Write now for our 
1935. Fan Presentation 
and you'll see why. 
” 
SIGNAL 
ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 











Altorfer Bros. Co. , 
Aluminum Co. of America 
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Apex Rotarex Corp 
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Briggs & Stratton Corp. . 
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PART 


in small black face type) 


DISPLAYED RATE: 1 inch—$i2.00; 


are 4 columns — 48 inches w a page?) 








SERVICES 
AND 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion 
Fractions of a line count as a line. Discount of 10% if full pay- 
ment 1s made in advance for 4 consecutive insertions of undisplayed ads 

4 inches—$11.50 per in. ; 
12 inches—$10.50 per in. (An advertising inch is measured vertically on one column. There 


Minimum charge $4.00. (Firse line 


8 inches—$11.00 per in. ; 











BAGS 

Vacuum Cleaner Dust 6 
We manufacture the best Dust-Proof Rag for the 
lowest price in quantities. Universal Sales Syndicate 
inc.. 118 North Warren Street, Trenton, N. J 


NEW ADS 


New advertisements for the February issue of Elec- 
trical Merchandising should be received at our New 
York office by January 30th to imsure publication 


~~ 7 


ARMATURE 
REWINDING 


Write for prices and catalog 
We Stock Vacuum Cleaner Parts 


WILLMAN ELECTRIC 
2554 Sturtevant, Detroit, Michigan 

















VOGUE COPPER-CLAD UNITS 
Cc. MAKE NEW PROFITS 


A new fiat-iron replacement 





ing down oxidation of 
the nichrome wire. Element 
has highest grade mica and 
only genuine nichrome wire 
¥ can in 
stall it with ease-—no danger 
of element being shorted 
You can make profits by 
selling the Vogue Copper-(lad 


Pat. Pend placement heating elements 
Write for catalog showing complete line 


SHERIDAN ELECTRO UNITS CORP. 





3243 So. State St., Chicago, il. 








Send for 


—_=z 
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64-Page Catalog 
illustrating 600 Washing Machine Parts. 
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WRITE OR WIRE cng 
SCULLY-JONES & CO., 1905 S. Rockwell St., CHICAGO, ILL. 


@ | _s 
, 


H8ox 








NOW READY!! 

New 1935 Edition URON Catalog No. 1! 
Only Such beok published. Invaluable as 
Guide to all Service Shops. Lists 
for LS Vacuum Cleaners and 42 
Thousands of items from 
Armature supplic 


a Profit 
replacement parts 
Washing Machines 
largest existing stock 
and motor servicing at lowest 


COs Keits, bearings, cogs, casters, couplings, cy! 
inch & evar rolls, pulleys, special tools and end 
le material, All is best quality merchandise at 
immense saving 

Vocket Wire Stripper or Refrigeration Guide in 


lucked for 2h 
Free to the Trade 
aarn the U-R-O-N way, the System that has es 


tablished so many im a safe, sound and profitable 
bu sine 


Imitated But Newer Equaled 
Manu/acturers, Exporters and World's 
Largest Source of Its Sort 


URON INDUSTRIES, inc. 


1227 W. Sixth Se Cleveland, O., U.S.A 





Replacement 
DUST BAGS 


for all makes of 
Vacuum Cleaners 


Note these advantages 
Expert Stenciling 
Instant Fasteners 
Choice of Colors 
Highest Quality Twill 
Sample and prices on request 
The Ohio Textile Specialty Co. 
3440 W bith St., Cleveland, Ohio 




















Sell Faster—GOODRICH ROLLS—Cost No More 


SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 














Just OUT 


.New 1935 
CATALOG of 
Vacuum 
Cleaner 
PARTS! 


48 Pages! 
Illustrated 





The most complete 
catalog ever issued 
on rebuilt cleaners 
and parts! Con 
tains 48 pages — 
_—— with parts 
stings and prices 
Also prices on armature 
rewinding, washing ma 


CATALOG! chine rolls, ete A com 
IT’S FREE! plete manual—be sure 


and get your copy! 


RE-NEW SWEEPER Co. 


3256 Gratiot Ave Detroit, Mich 


ger Co 





Send for this 











SEARCHLIGHT SECTION 
Classified Rates—See last issue 


Representative Available 


Chicage Great Lakes Market 

For household electrical appliances should show steady 
increased sales volume. Experienced merchandiwr 
sales manager will get your share of this market on 
commission basis. Distributor department store cen 
tral station and dealer contacts. References furnished 
K. A. 541—Electrical Merchandising, 520 North Mich 
igan Avenue, Chicago, Il) 





\ DISTRIBUTORS WANTED 
for 

\ MORRILL ELECTRIC VACUUM CLEANER 

Enclosed filter type. High Vacuum 

34 Four models. Many outstanding sell 






ing points 
Onl for & MORE! 


30 churn ae Ree POR 








WILL BUY FOR CASH 
ANY QUANTITY SURPLUS 
ELECTRICAL APPLIANCES 
OR ELECTRICAL EQUIPMENT 
for immediate spot cash 


ECONOMY DISTRIBUTING COMPANY 








874 Broadway, New York City 
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Don’t Be Afraid To Dirty Your Hands 





mechanical work is required, he does 
the work himself. He also assists in 
the installation of every job he sells. 
And out of his personal interest in 
these jobs he gets his leads, and new 
customers. From his service work, and 
from the oil contracts he secures, he 
adds a nice tidy income to his burner 
sales commissions. 


Automatic burner installations and 
service, although not the big problems 
they were two to four years ago, are 
still stumbling blocks for some deal- 
ers. In 1932 it was estimated that less 
than 60 per cent of the dealer service 
departments were profitable, which 
meant that all other dealers must 
either absorb this loss or pass it on 
to their customers in the form of high- 
er prices. In 1933 it was estimated 
that 44.3 per cent of dealers made 
their 


service departments profitable 
and 53.1 per cent lost money, while 
2.6 per cent about broke even. It is 


also interesting to note in this con- 
nection, that the percentage of dealers 
sub-contracting their installation and 
service work holds at about the same 
level. In 1933 it is said that only 
about 10 per cent did, even though 
47.3 per cent of the dealers investi- 
gated reported the existence of indivi- 
duals or companies in their markets 
specializing in oil burner service and 
installation work. 

In 1932, an average of 2.5 service 
calls per burner were made, and in 
1933 this average had been reduced 

» 2.4. From present indications, this 
average will hold good for 1934. 


It will interest electrical dealers to 
learn that motors are rarely the cause 
of trouble. Such trouble as is recorded 
being failure to lubricate bearings, 
noise, wet motor windings and over- 
loaded motor caused by defective 
pump. 

The electrical retailer who contem- 
plates entering the oil burner field 
(and the dealer already in it, too, 
for that matter) will do well to study 
the question of service in its broad 
aspect — including installation and 
maintenance—from every angle. He 
will go out into the highways and 
by-ways of his territory. He will in- 
terview users, dealers, salesmen, serv- 
ice men and factory representatives. 
He will read his trade publications. 
There is a wealth of factual informa- 
tion at his command. He need not go 
it blindly; he need buy no ‘pig in a 
poke’; he will learn whether or not 
there is a burner testing approving 
agency in his state; he will have a 
complete knowledge of the ordinance 
activities of all towns, cities and states 
(he can get this through the Ameri- 
can Oil Burner Association) ; he will 
consult with his local fire and build- 
ing departments; he will not have to 
take anybody's word for it on the sub- 
ject of fuel oil, price, storage, delivery 
and consumption. That is, he will do 
these things if he will become a suc- 
cessful oil burner merchandiser. For, 
where ‘ignorance is bliss’ it is folly 
to become a burner dealer. 

A Bremerton (\Wash.) dealer puts 
it this wav: “Our first year in the oil 
burner business was not so profitable, 
but the experience gained enabled us 
to operate successfully to date. We 
realized that our losses were due to 
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lack of experience and knew they 
could be avoided by following instal- 
lations . . . a lot of our advertising 
budget is spent on calls upon custom- 
ers. This is good-will service. We call 
periodically on our customers, clean 
the strainers on their burner, make 
any minor adjustments on controls, 
etc. that is necessary. It costs some- 
thing to do this, but from the adver- 
tising standpoint it is worth while. 
The customer is pleased and helps us 
to get more sales by telling his friends 
about us. We never let our customer 
forget that he has one of our burners. 
We capitalize our service—make sales 
out of it.” 

An electrical contractor adds his 
experiences: “\We employ a heating 
engineer to survey every job before 
the installation is made and supervise 
each installation. This insures a cor- 
rect installation despite various difh- 
culties that may arise. The men em- 
ployed for the installation work are 
sent to the burner manufacturer’s fac- 
tory for thorough training before be- 
ing put to work. The tank installation 
(outside) is sublet to an excavating 
contractor. This eliminates the trouble 
of obtaining special permits to do this 
type of work in strange towns. Also 
the risk of an epensive excavation is 
taken care of by the sub-contractor. 
In one instance an excavation was 
made in quicksand running up the 
tank installation cost to $700. In this 
case the customer paid the loss. How- 
ever it is well to take care of this 
matter as it is difficult to tell what 
will be found under the ground’s sur- 
face. 

This same middlewest dealer is 
finding a decrease in the number of 
outside tank installations, and an in- 
crease in basement tank installations. 

In this connection it is said that 
about 66 per cent of the burners in- 
stalled in 1932 had basement tanks. 
In 1933 this percentage rose to 70.1 
for the entire country, and 1934 i 
continuing the increase. It is under- 
stood, however, that burner replace- 
ment sales are showing a sharp in 
crease and if this continues basement 
tank. installations may not continue to 
increase on the same average due to 
the fact that in basement replacements 
it is seldom neccessary to replace the 
tank. 

According to the Oil Burner Man- 
ufacturers Association, the average 
minimum prices on inside tank instal- 
lations — the complete job — dropped 
from $371 in 1932 to $347 in 1933. 
Outside buried tank jobs dropped 
from $458, for the 550 gallon capa- 
city, in 1932 to $428 and on the 1,000 
gallon capacity jobs, from $520 in 
1932 to $482 in 1933. 

It has taken some years for many 
oil burner dealers to learn that their 
responsibility does not .end when a 
good job of installing a burner for 
a new owner has been done. Neglect, 
which is the major cause of burner: 
trouble, is more a matter of indiffer- 
ence and procrastination on the part 
of the owner than misuse. But neglect 
and indifference by the owner is no 
excuse for unconcern by the dealer 
who sold him . not if he would 
live up to the motto “/ch Dein”—“l 
Serve’—and turn service into sales 
and profits. 
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The greatest refrigerator sales story ever told! 


ae OW long will an electric refrigerator 

last” is the question General Electric 

will ask the buying public in 1935. The 

biggest advertising and sales promotion 

program in 3 years will broadcast the 
message to millions. 


This year will see a rediscovery of true 
refrigerator values. The refrigerator that 
can “take ic’— and with a performance 
record that proves it—is the one that will 
out-sell and show the greatest net profit 


GENERAL€3 ELECTRIC OWSiul Refrigeralors 


when the retailer's books are balanced. 


The matchless performance record of the 
General Electric sealed-in-steel refrigerator 
mechanism is the greatest refrigerator sales 
story ever told. It will be featured in 
General Electric’s big 1935 advertising and 
sales promotion campaign. You can profit. 
Write or wire for details. General 
Electric Company, Specialty Appliance 
Sales Department, Section DE1, Nela Park, 
Cleveland, Ohio. 









ral The most beautiful line of electric refrigerators Kel- 
vinator has ever built—19 different models, a size 
and type for every home and every pocketbook—features 
that make these new Kelvinators the most salable electric 
refrigerators on the market—and behind this great new 
line is the largest advertising and sales promotion program 


in Kelvinator’s more than 20 years in the industry. 1935 is 





MAN ALIVE! = haven t 


seen anything until youve seen 
THE NEW 1935 KELVINATORS! 





going to be another Kelvinator year — bigger than last year 
and 1934 set a new all-time high record. 


The wise thing to do is to find out NOW if the Kelvinator 
franchise is available in your territory. Wire, write, or 
phone TO-DAY. . . . KELVINATOR CORPORATION, 
14250 Plymouth Road, Detroit, Michigan. Factories also in 
London, Ontario, and London, England. 
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